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Rough Proofs 


Listerine presents the story of 
little Edna left waiting at the church 
py her boy friend. Looks as if the 
little folks are going to have to learn 
how to pronounce “halitosis.” 


+, VT 


Shredded Ralston is now adver- 
tised as “bite size,” but Martha Raye 
and Joe E. Brown say a lot depends 
on who happens to be taking the bite. 


,  & 


Tower Magazines circulation fig- 
ures were Ookayed by Woolworth, the 
ABC says. It was probably the only 
time on record when their adding 
machines got all mixed up. 


vgy¥sey? 


In view of the fact that advertis- 
ing for the American Republics line 
was placed by Rear Admiral Land, 
he will undoubtedly expect the 
agency to keep its feet on the 
ground. 

a) oe 


The Louisiana supreme court has 
upheld Shreveport’s ordinance bar- 
ring house-to-house canvassers. The 


boys who are working their way 
through college may now really 
have to. 

7, Vv. 


The Pioneer Suspender Company 
will launch an institutional campaign 
in the trade papers, ADVERTISING AGE 
reports. It will be able to point out 
how well it has supported the back- 
bone of the nation. 


= VY? 


If all of those new electric razors 
being rushed to market succeed in 
their sales objectives, you won’t have 
to look any further for the industry 
which will pull the country out of 
depression. 

~ 


Advertising canned goods espe- 
cially to young housewives seems a 
bit unnecessary, for the first thing a 


June bride learns is that next to 
mother her best friend is a can 
opener. 


= 


A sturdy Britisher urges advertis- 
ers to abandon “slavish imitation of 
Yankee sex and sob-stuff appeal.” 
He’s convinced that sex in the tight 
little isle can be made just as ap- 
pealing as the imported variety. 


7, wv 


The British advertiser who fights 
Yankee sex appeal must have a hard 
time figuring out why it sells so 
much better than the domestic prod- 
uct when nicely wrapped up in Holly- 
wood glamor. 

- wv 


Howard Hughes’ round-the-world 

ght was a triumph of organization 

and the machine age, while Douglas 

Corrigan’s ocean hop was just a bare- 

handed battle between man and na- 
The public seemed to like it. 


vfs? 


e American Institute of Public 
Opinion should take note that the 
itive popularity 

is easily measured in terms of 
if ticker tape. 
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vgs? 


e Kellogg is spending a mil- 
nt dollars promoting a baseball con- 
g-league stars may decide that 
orld series is merely a stepping- 
to the real business of endors- 
eakfast foods. 
Copy CURB. 


of trans-Atlantic | 


AD CHIEF PROMOTED 


Emerson J. Poag (right), for the past 


six years advertising director, Dodge 

Division of Chrysler Corporation, re- 

ceives the good wishes of Vice-President 

F. H. Akers on appointment as assistant 

general sales manager of the Dodge 
organization. 


MANUFACTURERS 
ALONE LIABLE 
FOR THEIR COPY 


Reach Agreement with Retail- 
ers on Cosmetics 


New York, July 21—The National 
Retail Dry Goods Association and 
the Toilet Goods Association have 
reached an understanding about ad- 
vertising claims made for cosmetics, 
with the manufacturers agreeing to 
shoulder full responsibility for label 
and copy statements. Final draft of 
exact terms is expected within a few 
days, after a number of minor differ- 
ences have been ironed out. 

Under the proposed pact, both label 
and advertising claims are to be ap- 
proved by the board of standards of 
the TGA or any competent independ- 
ent laboratory. Individual manufac- 
turers are expected to accept orders 
“under the terms of the TGA-NRDGA 
agreement.” 

(Continued on Page 28) 


Coca-Cola Wins 
Friends with 
Timely Gifts 


Terre Haute, Ind., July 21.—Pres- 
entation of a new thermometer gift 
to householders in this territory has 
secured for Coca-Cola Company 
“preferred” display position on many 
of the city’s front porches. Distribu- 
tion of the thermometers was han- 
dled by a crew of young women who 
tacked up the units, where per- 
mitted, in full view of passersby. 

As a result of the test campaign 
sales of the beverage are said to 
have spurted sharply in recent days. 


In a similar house-to-house drive a | 
short time ago, Coca-Cola girls fast- | 
ened bottle openers near kitchen | 
sinks. | 
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PROFITS SHOWN 
AT GREENBELT 
IN CO-OP TEST 


Food, Drug Units Approach 
$500,000 Volume 


By A. P. MILLS 
(Picture on Page 31) 

New York, July 22.—The business 
section of Uncle Sam’s practical lab- 
oratory for consumer cooperatives 
at Greenbelt, Md., is now operating 
on a profitable basis after only seven 
months of catering to the needs of 
the Farm Security Administration’s 
model low-cost housing community, it 
was revealed today to ADVERTISING 
AGE by Herbert E. Evans, vice-presi- 
dent and treasurer, Greenbelt Con- 
sumer Services, Inc. 

Four units, a food store, a drug 
store, a barber shop, and a service 
station, comprise Greenbelt’s present 
business section. The food store, 
opened on a temporary basis last Oc- 
tober, was formally opened last Dec. 
15 when only 200 families inhabited 
the village, and is now doing an av- 
erage weekly busi- 
ness of about 
$3,500 with 744 
families in town. 

_Mr. Evans de- 
clared that the 
early experience 
with an all-coop- 
erative business 
section indicates 
permanent suc- 
cess for the Green- 
belt experiment. 
Already the resi- 
dents are clamor- 
ing to take over 
the ownership of the stores which 
they patronize, and present plans 
call for the sale of stock in Septem- 
ber to make the cooperative merchan- 
dising plan complete. 

At present, the stores are operated 
by Greenbelt Consumer Services, 
Inc., a subsidiary of Consumer Dis- 
tribution Corporation, founded by the 
late E. A. Filene. CDC has an in- 
vestment of $40,000 in the commu- 
nity now, and it is expected that 
4,000 shares of stock will be issued 
at $10 a share. Residents will be 
permitted to buy as many shares 
as they choose, but each share-holder 
will have only one vote. 

(Continued on Page 28) 


H. E. Evans 


Offer Cash Guarantee in 
$1,000,000 Laundry Drive 


IN L & TCHANGEOVER 


Don Francisco (left), new Lord & Thomas 


president, succeeds Albert D. Lasker, 
who retires after 40 year-. 


Francisco Is 
Named Head of 
Lord & Thomas 


Chicago, July 22.—Don Francisco, 
executive vice-president of Lord & 
Thomas, has been elected president 
of the corporation, Albert D. Lasker, 
retiring president and principal 
owner, announced today. After Oct. 
1, Mr. Francisco will be located in 
New York, which becomes headquar- 
ters of the agency, from which point 
he will correlate activities of the 
company. The management, person- 
nel and facilities of local offices re- 
main unchanged. 

Mr. Lasker’s withdrawal from the 
presidency coincides with the com- 
pletion of his 40th year of continu- 
ous service with the agency. 

Mr. Francisco has been associated 
with Lord & Thomas for 24 years, 
serving since 1921 as executive vice- 
president at Los Angeles, in charge 
of Pacific Coast offices. Since going 
to California, he has played a lead- 
ing role in Western promotion. 

Don Belding, Los Angeles, has 
been elected a vice-president of the 
agency. John Whedon, who has 
been in charge of the San Francisco 
office, has also been elevated to a 
vice-presidency. 

William R. Sachse, who has been 
vice-president and comptroller, has 
been elected secretary - treasurer. 
Mary L. Foreman, who has been vice- 
president and secretary, has dropped 
the latter title. Edward Lasker, New 
York, who has been vice-president 
and treasurer, continues as a vice- 
president. Other officers remain. 


Last Minute News Flashes 


Enna Jettick Account to Marschalk & Praii 


New York, July 


turer of several lines of women’s 


22.—Dunn & McCarthy, Inc., 


Auburn, N. Y., manufac- 


shoes, including Enna Jettick, has 


appointed Marschalk & Pratt as aceiicy. 


Willys-Overland Makes New Price Reductions 


Toledo, July 22.—Price slashes ranging up to $26 were announced by 


Willys-Overland Motors, Inc., today. 


The price of the Willys standard 


coupe, exclusive of taxes, will be $499 under the new schedule. 


Second Quarter Earnings Higher in Food Field 


New York, July 


The 


period. 


22.—Three big food companies today reported higher 
23 earnings for the second quarter of 1938 than for the comparable 1937 
aggregate gain of General Foods Corporation, Continental 
Baking Corporation and Loose-Wiles Biscuit Company 


was $170,000. 


Winsten Continues on Ruppert Account 


New York, > amd 22.- 


dent of Kelly, Nason & Winsten, 


Harry J. Winsten today resigned as vice-presi- 
Inc., 


to join Lennen & Mitchell. Asso- 


ciated with the Ruppert beer account for many years, he will continue to 


direct that advertising. 


First Test in Cleveland 
to Run for 20-Week 
Period 


Cleveland, July 21.—Featuring 
strict guarantee that the modern 
commercial laundry can “do your 
washing cheaper than you can,” the 
American Institute of Laundering, 
Joliet, Ill., unloosed the opening shot 
in its proposed $1,000,000 campaign 
with a test effort in large space in 
newspapers in this area last Sunday. 
Involving expenditures of $25,000 in 


20 weeks, the campaign will grad- 


ually be extended to radio and post- 
ers until the housewife will meet 
the powerful laundry argument at 
every turn. 

The Sunday insertions followed a 
dinner at the Cleveland Athletic Club 
at which the problem and the solu- 
tion were outlined by executives of 
Batten, Barton, Durstine & Osborn, 
Chicago, the agency in charge. Rob- 
ert Barton and Robert B. Branch, of 
the agency, spoke at an assemblage 
which included laundry operators 
from all sections of the country, as 
well as newspaper men who were in- 
terested in the modus operandi. 
Among those present were George H. 
Johnson, general manager, American 
Institute of Laundering, and sevorai 
suppliers of laundry equipment, who 
will assist in financing the national 
campaign of which the Cleveland 
eftort is merely the prelude. 


Industry Watching Results 


The test campaign is being 
financed by contributions by 70 laun- 
dries in 33 Ohio counties. If it is 
successful, the complete plan will be 
presented to the industry for expan- 
s10n on a national scale. As one 
supplier said, every power operator 
in the country has his eyes fixed on 
the Cleveland test. 

In the opening insertion the chal- 
lenge to housewives was set down 
boldly and specifically. “Madam, let 
us prove we can do your washing for 
less than you can,” read the dominant 
headline. In addition to a complete 
description of the “double your 
money back” guarantee, the copy 
also contains statistics showing what 
the average wash costs for a family 
of five. 

A bond appeared in the initial 
newspaper copy as a token of the 
laundries’ conviction that their serv- 
ices are not only more efficient, but 
less expensive than any other form 
of competition. Laundry drivers will 
be equipped with an adequate supply 
of these bonds in the solicitation of 
new business. The bond, as does 
the newspaper copy, not only makes 
the claim, but provides for a forfeit: 
“If we fail we will pay you double 
the difference in cash.” This bold 
offer, the industry believes, will gain 
a trial of commercial laundry serv- 
ice among the most skeptical house- 
wives. 


Sponsors Stand Out 


Testimonials and a list of partici- 
pating laundries were other features 
of the introductory copy. 

Batten, Barton, Durstine & Osborn 
won the national laundry account 
with a test campaign in Peoria in 
1937. While results were sufficiently 
good to indicate that the approach 
was sound, a number of improve- 
ments were suggested before the 
more comprehensive experiment was 


| opened in Cleveland. 
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ADVERTISING AGE 


o 


July 25, 1938 


Testimony on 
Car Financing 
Is Completed 


Washington, July 21.—Hearings in 
the so-called “six per cent” advertis- 
ing cases against General Motors 
Corporation and the Ford Motor 
Company have been completed and 
the Federal Trade Commission is 
now awaiting a report of the trial 
examiner in each case. 

Since the Ford hearings were 
completed first, this case will be the 
first to be considered finally by the 
commission. Following report of 
the trial examiner, the FTC will give 
opportunity for argument of the case 
before the commissioners’ them- 
selves. 

At issue in these cases is the ad- 
vertising of financing plans of the 
automobile companies concerned, the 
FTC charge being that though the 
advertising indicated 6 per cent in- 
terest would be charged it actually 
reached nearly twice that amount. 
Stipulations to discontinue the prac- 
tices were entered into by various 
motor companies, with General Mo- 
tors and Ford contesting the charge. 

Next month hearings are sched- 


] 
uled to begin in the so-called F.O.B. 


advertising cases against General 
Motors and Ford. At issue in these 
cases is the alleged picturing of cars 
in advertisements with prices cited 
for lower-priced cars and carrying in 


small type notations: “and up,” 
“F.0O.B. Detroit” and “equipment 
extra.” 


Form Clearing House 
for Photographers 


Free Lance Photographers Guild 
has been established at 505 Fifth 
avenue, New York, as a national 
clearing house of photographers to 
serve advertising and publicity agen- 
cies. Victor DePalma, Life camera 
man, heads the new organization, 
which has compiled a file of 500 pho- 
tographers covering every leading 
city. 

The Guild has also installed a 
large file of stock advertising and 
editorial pictures. 


Illustrator Moves 


Courtney Hafela, illustrator, has 
moved into a new studio for the pro- 
duction of advertising photography 
at 37 W. 47th street, New York. 


S & K Gets Casino 


Swafford & Koehl Inc., New York 
has been appointed advertising coun- 
sel for the International Casino, New 
York. 


‘CONDITIONED 
WINDOW PANES 


Doubled Sales 


Toledo, July 21.—Taking advan- 
tage of wide public interest in air 
conditioning, Libbey - Owens - Ford 
Glass Company has set the stage for 
a sensational “window 
ing” campaign, expected to double 
sales of glass by expounding the 
principle of double-glass insulation. 
The campaign will break in The 
Saturday Evening Post next week 
and quickly find support in a long 
list of other general magazines. 


Shows Summer Scene 


Showing an idyllic summer scene, 


uc LUCKY NUMBER 
AND 


CUTS 


TIMES MORE ADVERTISING 


0; 


AGE THAN 


THAN IN AUGUST 1933 
MORE ADVERTISING LIN- 


IN AUGUST 1937 


LARGEST AUGUST ISSUE 


WE'VE EVER PUBLISHED... 


BIG 3 


This upturn means simply that you as an advertiser know that 
Harper’s BAZAAR is the one medium to use to reach the fashion- 
first women who have the time, the desire and the money to buy. 


And those women are the influence that sells all other women. 


SEPTEMBER 1 
SEPTEMBER 15 
OCTOBER 1 


If recovery is here and it is here with Harper’s BAZAAR, 
you'd better take the cue for more lucky numbers. They‘re 
BAZAAR’s Big “3” for Fall. 


AZAAR 


KEY NEW DRIVE 


Libbey-Owens-Ford Seeks 


condition- 


the opening advertisement promises 
the homeowner “eight more months 
of June with window conditioning.” 
The copy lists these advantages of 
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DRAMATIZATION OF WINDOW THEME 
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One of the spectacular layouts that will appear in national magazines during the 


coming months to carry across the Libbey-Owens-Ford 


“window-conditioning” 


insulating windows 
double glazed sash: 

1. Gives you greater comfort—het- 
ter health. 

2. Cuts fuel bills 20 to 30 per cent. 

3. Saves you more than any other 
single form of house insulation. 

4. Makes uniform temperatures 
easier to maintain throughout the 
house. 

5. Lessens drafty danger 
near windows and floors. 

6. Makes healthful humidity pos- 
sible without foggy windows, soiled 
draperies and moisture on window 
sills. 

7. Reduces cleaner’s bills and doc- 
tor’s bills. 

8. Fuel savings help pay for a 
modern heating plant. 

9. “Window conditioning” is a 
sound investment—fuel savings alone 
ean pay for it in less than two win- 
ters. Dividends continue year after 
year. Financed under FHA—no 
down payments. 

Copy will further explain: 

“When it’s winter by the calendar 
—way below freezing by the ther- 
mometer—you can still have June 
in your home and keep it there! 
How?—by installing storm windows 
or double glazed glass. You put two 
panes of glass between you and win- 
ter. Between the two panes of glass 
a wall of captive air is formed. This 
air space is one of the best forms of 
insulation.” 


by applying 


zones 


Millions of Prospects 


Libbey-Owens-Ford estimates that 
12,000,000 homes in this country op- 
erate central heating plants, and it 
is this segment which it regards as 
its primary market, since landlords 
are likely to turn a deaf ear to pleas 
of tenants for additional protection. 
Of the 12,000,000 homes in this coun- 
try, according to the company, nearly 
1,000,000 are already equipped with 
winter air conditioning and thus 
constitute a slice of the market 
which should be easily sold. 

The company, which is issuing a 
wealth of promotion and explanatory 
material to dealers and others, tell- 
ing how to cash in on its campaign, 
is emphasizing the fact that “win- 
dow conditioning” can be sold to ex- 
isting buildings while the predicted 
building boom is materializing. When 
this boom arrives, the campaign will 
possess so much momentum, the com- 
pany that lumber dealers 
and others will find little difficulty 
in selling the idea to architects and 
builders. “Call the lumber 
dealer” appears inall advertisements 

General magazines the 


believes, 


nearest 


to carry 


campaign include American Home, 
Better Homes & Gardens, Collier’s, 
Good Housekeeping, House and Gar- 
den, House Beautiful and Parents’ 
Magazine. In addition, business pa- 
per schedules include both dealer and 
architectural publications, such as 
American Builder, American Lumber- 
man, Architectural Forum, Architec- 
tural Record, Building Supply News, 
National Real Estate Journal and 
Pencil Points. United States Adver- 
tising Corporation is the agency. 


Radio Gossip to 


Make Evans Program 
Evans Fur Company, Chicago, will 
sponsor a new radio gossip program 
over WMAQ, Chicago, starting Aug. 
1, and aired Monday through Friday 
from 10:30 to 10:45 a. m. The con- 
ductor of “The Radio Tattler” will 
be Hal Tate, until recently Chicago 
representative of Broadcasting. 
Tate will interview radio stars, be- 
sides giving news of new programs 
and other broadcast gossip. Auspitz 
and Lee, Chicago, is the agency. 


You'll find more 
“Hello V pietaves of me and 
. 


America’s prettiest 


models in PHOTO*MATS, the 
new all-photo eye-catcher service 
at only $5 a month. No matter 
what you are selling we can help 
you sell more. 


And what's terribly important, 
we're shot new every month; we 
are always fresh and smart— 


hair-dos and clothes, I mean. 


Write for free proofs and they'll 
tell you all about us. We come In 
either mats or glossy prints.” 


PHOTO*MATS— 10 E. 38th St., New York 
SO a A RE RENO 
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157 pages of maps and statistics.. 


OF VALUE TO EVERY ADVERTISER WHO 
WANTS BIGGER VOLUME AT LOWER COST 


How important is the population shift to the sub- 
urbs? What changes has it brought about in buying 
power, location of retail outlets, concentration of 
sales? What adjustment may it call for in your own 
marketing and advertising plans? To these questions 
and others, this book provides significant and factual 
answers ... a new study which defines (with maps) 
and evaluates (with statistics) the suburbs of the 


96 primary metropolitan areas. 


To the Government statistics have been added, town 


by town, the circulation figures of The American 


fe 


ERICAN I LOME 


sells the HOME-MARKET of America 
—1,300,000 buyers for families 


Home... to demonstrate once again how accurately 
and thoroughly this completely home-service maga- 
zine matches . . . and sells . . . the big-spending 


suburban markets. 


You will find this book useful in plotting your sales 
plans ... in evaluating your magazine schedules . . 
and in showing key dealers the thorough local cov- 
erage among key customers of your advertising in 
The American Home. We shall be happy to provide 
you with a copy of “The 96 Richest Markets for 
1938” without charge. 
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The importance of the findings of the United States De- 
partment of Commerce in its 15th Census is shown by the 


SALES FACTORS 
in these 96 Cities and Their Suburbs 


Retail Store Sales. ....2.0ecceeee0s 61.1% 

Grocery Store Sales. ........0ss00: 61.9% 

Largest Bite B00 BMGs oo kv vicecscvees 60.8% 

Sales Filling Station Sales.............. 48.7% 

Department Store Sales........... 65.6% 

Net Wholesale Sales.............. 82.0% 

| MPPPTTTTT ITER TTT ee 51.2% 

GY BIG. cscs cccccescceseve 55.8% 

Greatest BR NL svn cei So ccsxcsancace 53.4% 

No. of Filling Stations. .....cceccesscces 38.3% 
Outlets Department, Gen. Mchdse & 

VOR Qs 6k eK éTicees 40.7% 

No. of Wholesale Establishments. , . .54.6% 

Bulk of { 4 ff rrr 76.6% 

Money Sy B WOR. 00.6ceccctorcess 83.0% 

People { Population.............. 60.0005 47.9% 


Massed l Families 


The American Home, 444 Madison Ave., New York, N. Y. 
I want a copy of “The 96 Richest Markets for 1938,” 
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QUEST FOR WASH 
AID LANDS 6-£ 
IN SOAP FIELD 


Appliance Dealers to Sell New 
Compound 


(Picture on Page 31) 

New York, July 20.—Research de- 
signed to improve its home laundry 
equipment has put General Electric 
Company into the soap. business. 
From a formula worked out in its 
commercial laboratory, G-E washing 
compound has been developed and is 
now being distributed through ap- 
pliance dealers. 

The objective G-E engineers set to 
reach was cleaner, whiter clothes in 
the laundering process and a study 
was made of the chemical reactions 
taking place during the ordinary 
cycle of the washing machine. Hard 
water was obviously the main cause 
of trouble. Research men found that 
the mineral content of the water, | 


combined with the alkalis in soap, | 
form a sort of metallic soap, or soap 
curds. These are insoluble. They 
adhere to fabrics, are ironed into| 
them, and result in hard texture and 
the graying of white fabrics despite | 
the most efficient washing. 


Rain Water Unsatisfactory 


| 

Even with rain water, according | 
to David Hays, commercial engineer | 
for the G-E home laundry equipment 
section at Bridgeport, Conn., the ecal- | 
cium from perspiration adheres to 
clothes and tends to harden the 
water and form soap curds. It is 
this factor which makes it so difficult 
to clean neckbands, cuffs, and other 
places which are particularly likely 
to absorb perspiration. 

A common tendency, in such cir- 
cumstances, is to add more soap but 
G-E research showed that excess suds 
gave poorer washing results because 
they simply created additional soap 
curds. The engineers tested a num- 
ber of washing compounds and found 
that while they precipitated the cal- 
cium to the bottom of the tub, the 
action of the washing machine ele- 
ment kept returning it to circula- 
tion and it was determined that the 
formation of soap curds must be pre- 
vented if satisfactory results were to 
be obtained. 

The answer was found in a com- 

° 


| CONSISTENCY IMPORTANT IN GROOMING 


Revion Nail Enamel Corporation is using this three-panel display piece to stress 
the importance of a weekly manicure. Abbott Kimball Company, New York, is 
the agency. 


plex chemical which acts on calcium 
in such a way that it cannot com- 
bine with soap alkalis. The chemical 
is neither bleach nor acid and its 
only function is to “normalize” or 


“What Do the MERCHANTS of © 


HOUSTON, TEXAS 


Think of THE HOUSTON CHRONICLE? 


Their increasingly overwhelming preference for The Chronicle is shown in the 
retail advertising records of the first six months of 1934 compared with the 


~ 


corresponding period of this year...... 


FIVE YEARS AGO iretait Advertising—Seven Days) 


The Chronicle led The Houston Post by 228,707 lines, or 12% | 
The Chronicle led The Houston Press by 539,377 lines, or 34% 


IN 1938: 


The Chronicle leads The Post by 1,297,894 lines, or 58% 
The Chronicle leads The Press by 1,853,700 lines, or 110% 


FIVE YEARS AGO: (Retail Advertising—Six Days) 


The Chronicle led The Houston Post by 429,003 lines, or 43% 
The Chronicle led The Houston Press by 45,448 lines, or 3% 


IN 1938: 


The Chronicle leads The Post by 1,244,746 lines, or 89% | 
986,865 lines, or 59% 


The Chronicle 


leads The Press by 


| 


| 


During the first six months of 1938 compared with the same period 
of 1937 The Chronicle GAINED 207,912 lines, while the Post LOST 
14,569 lines, and the Press LOST 179,897 lines of retail advertising. 


The above figures are from Media Records, Inc. 


THE HOUSTON CHRONICLE 


LEADS THE STATE IN NATIONAL ADVERTISING | 


FIRST IN HOUSTON—IN EVERYTHING 


R. W. McCARTHY 
Manager National 


Advertising 


THE 


National Representatives 


BRANHAM COMPANY 


_ FIRST IN CIRCULATION AND ADVERTISING FOR OVER A QUARTER CENTURY 


| novel, 


| Koppers Coke Plans 


soften the water. With this chem- 
ical as a base, a new washing com- 
pound was created and extensively 
tested. 


Twelve Washings Per Package 


When convinced of its efficiency, 
Hays recommended that his company 
make the new compound available to 
the public and it was accordingly put 
on the market. Packed as a product 
of General Electric, it is distributed 
through G-E dealers in two types, one 
for very hard water and one for me- 
dium. It is sold at retail for 90 
cents a carton, with net weight of 37 
ounces. The carton contains 12 in- 
dividual packages, each sufficient for 
an ordinary wash, without the use of 
any other soap. 

So far no plans have been made for 
special promotion of the washing 
compound, but it is being mentioned 
in current advertising on G-E home 
laundry appliances. Maxon, Inc., is 
the agency. 


Allis McKay 
Pens Hot Novel 
of Advertising 


New York, July 20.—Candid cam- 


| era shots of the inner workings of 


an advertising agency and the pri- 
vate lives of its employes form the 
nucleus for a _ fast-moving new 
“Woman About Town,” by 
Allis McKay. The author, now work- 


ing in a Seattle agency as a copy- 
writer, writes with the authority 


which comes from having turned out 
copy for everything from Paris | 
gowns to pressure cookers. 

The heartaches of a business girl, 
an agency art director in this case, 
who falls in love with a co-worker, 
are depicted before a backdrop of 
the speakeasy era in Chicago. But 


| this is no ordinary prohibition novel, 
|for the author strives to present an 


authentic picture of the workings of 
an agency. 


'Taint’ Worth It 


is that a woman | 
man’s job and draws 
down a man’s salary is playing a 
losing game. The heroine is called | 
“the best dressed woman in town, | 
with a different party to attend each | 
Saturday night, with a swank apart- 
ment and maid service, good food 
every day and highballs every night 

and yet she wants to chuck it all | 
for a six-room bungalow with leaky 
faucets.” 

“Woman About Town,” priced at 
32.50, is published by the Macmillan 
Company. 


The conclusion 


who does a 


Heavy Fall Campaign 

The Seaboard division of Koppers 
Coke Company, Kearney, N. J., will 
expand its fall appropriation 20 per 
cent for a heavy campaign in news- 
papers, posters and car cards. News- 
paper insertions will range from 200 
to 1,200 lines on a weekly schedule 
extending through January. New 
Jersey and Staten Island dailies will 
be used Charles Dallas Reach 


|ing, Ine., Chicago. 


FLOW OF FACTS 
TO CLERKS AIDS 
KENDALL MILLS 


Educational Work Adjunct to 
Advertising 


Walpole, Mass., July 21.—Advertis. 
ing must share credit with well in. 
structed retail sales personnel for the 
success of Kendall Mills’ Curity Lay. 
ettecloth diapers, in the opinion of 
Lawrence Davis, advertising man- 
ager of the company. Mr. Davis’ 
comment was inspired by the issu- 
ance of the 1938 edition of his educa- 
tional training folder for store per- 
sonnel. 

While this booklet consists of only 
eight pages, it is attractively printed 
in color. Illustrations are also re- 
lied on to make the sales points ab- 
sorbed at a glance. Actual samples 
of Layettecloth and two other ma- 
terials often used for diapers are in- 
cluded in the folder. 

The lighter weight and bulk of 
Layettecloth are featured, with easier 
laundering, and detailed instructions 
as to most effective methods. The 
famous Curity Layettecloth foldline, 
which enables the veriest tyro to 
achieve an expert job of changing 
baby, is also given due prominence. 


Projection of Facts 


“On the theory that we create con- 
sumer interest for the store, we feel 
that we must project intelligent sales 


facts within the store through the 
department personnel,” said Mr. 
Davis. 


“This was our thought when we 
developed our first sales training 
folder two years ago. Since its ap- 
pearance, we have been able to 
secure, in the larger department 
stores, cooperation of the personnel 
department responsible for training 
personnel, In others, we have in- 
spired department buyers and mer- 
chandising managers to initiate store 
training.” 

Mr. Davis said that Kendall store 
demonstrators have given impetus to 
the educational process during their 
work. They test knowledge of sales- 
women, and where it appears de- 
ficient impart the necessary informa- 
tion. 


Andel in Campaign 


Andel & Co., Chicago, has started 
a campaign for air conditioning 
equipment through Grant Advertis- 
Switzer McCrary, 
Chicago manager of the agency, is 
account executive. 


Superior to Grant 
Superior Felt & Bedding Company, 


Chicago, has appointed Grant Ad- 
vertising, Inc., Chicago, as its agency 
for a general campaign. David 


Echols is account executive. 


By early fall, WFBR, 
will be operating on 


$000 WATTS is.) 
1000 WATTS 


In Baltimore, its 


ON THE NBC RED NETWORK 


eowano Perm 6. co. 


Agency, Newark, is in charge 
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Lhe wotional rote of the 
largest evening circulation 


...a new rate replaces the former national rate 
of $1.25 per agate line . . . gives the Journal- 
American the lowest standard size milline in New 


York City... adds new power to your New York 


advertising budget . .. emphasizing the new value in 


...a new model of New York City’s favorite 
evening newspaper ... with new interest, new ap- 
peal, new attraction from the combination of the 
best assets of two great newspapers . . . new adver- 
tising visibility in the fastest-moving, streamlined 
make-up... 


... but unchanged is the largest evening circu- 
lation in America—650,000 copies . . . the forty 


year old affection and influence of a newspaper 


read for two generations . .. the intensive home 

coverage of this richest market .. . the billion 

: dollar buying power of the Journal-American 
[ele audience . . . and the power of this paper to move 
hong wn MEER Hy rhe ! ° 
Sk people to move goods! ... The Sunday rate is 


reduced from $1.50 to $1.25 ... Change your 
next list and put your major effort in this new 
lower-cost higher-value medium! 


new yor JOWrnal- American 


Nationally represented by HEARST INTERNATIONAL ADVERTISING SERVICE, Rodney F. Boone, Gen. Manager 
NEW YORK + CHICAGO * DETROIT + BOSTON * ROCHESTER + PHILADELPHIA 
PITTSBURGH + SAN FRANCISCO « ATLANTA « LOS ANGELES « SEATTLE + BALTIMORE 
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[ Advertising Produces 
Profits 


The Fifth of a Series of 1938 Success Stories 


Consistency Stressed in 


34-Year Scholl Policy 


(Picture on Page 31) | 
Chicago, July 21.—Executives of the | | 
Scholl Mfg. Company dipped into his- | 
tory today to recall that it was “4 
years ago that Dr. William M. Scholl, 
founder of the company, spent 50 per 
cent of the profits of his first sale of 
Foot-Eazer for a small-size newspaper 
insertion. 

It was the beginning of a manufac- 
turing and sales program that has 
grown steadily through the interven- 
ing years and now involves a healthy 
advertising schedule of 600 newspa- 
pers, radio, major _  rotogravure 
groups, national, trade and profes- 
sional magazines and plenty of em- 
phasis upon displays. The audience 


covered by the first insertion has in- 
creased to a point where it now in- 
cludes nearly all the civilized por- 
tions of the globe. 

Through all these years advertising 
has played a vital part in paving the 
way for expansion, as evidenced in 
Dr. Scholl’s early use of it and in the 
more recent comment voiced by J. A. 
Wagner, advertising manager, re- 
garding the company’s attitude to- 
ward recession influences. 

“Despite somewhat dour  predic- 
tions that business conditions were 
going further into the doldrums, we 
decided at the beginning of the year 
to proceed as usual without paring 
our advertising,” Mr. Wagner re- 
marked. “Consistent with that deci- 


papers. 

| “The results have more than justi- 
‘fied our judgment. Foot Comfort 
| Week this year established a new rec- 
ord in sales and volume.” 

Scholl’s total budget is a closed 
matter. Some indication of its size 
|may be gleaned from previously pub- 
| lished reports which credit the com- 
pany with increasing its 1937 news- 
paper linage to 491,987 and spending 
approximately $151,000 in national 
magazines. This of course is but a 
part of the whole and does not in- 
clude radio, rotogravure, farm and 
trade paper advertising or displays. 

“We feel that the actual amount of 
space used is not always a fair bar- 
ometer of our advertising efforts,” 
Mr. Wagner said, with reference to 
greater expenditures on art work and 
other copy preparation which do not 
always call for increased space bud- 
gets. 

With the advertising minded Dr. 
Scholl at the helm, the company’s 
copy policy has been shaped to first 
gain the attention of all those who 
have foot trouble—regardless of its 
exact nature—and then to place be- 
fore them the needed remedy. 

Hence the use of such copy as the 
;column insertion, headed “My Feet 


The world looks 


phenomenal growth from 


attraction .. 


for Southern 


that gets things done. 


ACCOMPLISHMENT 


California as a rich market, marvels at its 


a region of vast and diversified wealth and 
. The records show that each 
and every project and policy responsible 
California’s growth during 
the past 35 years originated with, or was 
strenuously and conspicuously championed 


by, The Los Angeles Examiner, the paper 


Represented Nationally by 
HEARST INTERNATIONAL ADVERTISING SERVICE 
Rodney E. Boone, General Manager 


upon Southern 


a desert area to 


tm the form af bachackes, weuritts, 


Wu. M, Somont, 4.0. 
these 6 # Dr. Scholl Foot Conlon” Remedy, Apptnnce on Arch Support tor 
very common fom wouble, assuring quick, sate rebef ax very small cost 
they ace the fruses of this iotrnationally famous gethority’s 34 years of spe- 


ishzing 00 the fee of eodtess sudy, cescarch, laboratory expermeoting and 
tical veming--end made ander Dr Scholl's personal supervmion im the largest 


4 FREE FOOT BOOKLET ond SAMPLE ~ 
“The Peet end Their 
al 62 commoe toot stowbles. 
corns Lactuded, Addrem Dr Scbats 


7 oka “ove 


When your feet hurt-you hurt a 


") says Dr. ‘SCHOLL 


The th-effects bart fot wonble are tomy, Often they ar 


are,” explaining sym 


sion, we announced Foot Comfort DASH OF 4 A. HELPS SCHOLL COPY 
| Week with generous space in national 
| publications, rotogravure and news- ¥ /' 


« felt im parts af the body renwate frou the frat— 
arthritic or hewn attc-lMibe pain tm the knees, legs and feet, eucertion 


fatrenc after standing or walhind, ete... Bessdes, pour teneral health, sour looks, carwing power, dipeti- 
tien, personalitg-—all suffer when yout fort burt. 
affect one well-being. Tt pass wat to weglect them.” 


ti is truly areaving the cated! to which the font cam 


tostivution in the workd devoed excheively w four care, Millia here bor 
beueteed by Dr. Schall's Poot Comfont Remedies, Appiisaces and Asch, Suppor. 
Thies DR. SCHOLLS BOOT COMPORT WEEK- «he ame cach yeni whee o<. 
125,000 Drug, Shoe sad Deparunent Stoces wene to reheve foes stumbles, Go. 

your dealer NOW and lear how easy tod rem pensire it is oo be foot bapp, 


0 rite unday (ot Dr, Scholl's bookies, =» 
optoms, uses and tremmest = “~ 
at De. Scholl's Zinw-peds for 


sample 
. lee. Dope FCW, Chicage, Mlimow. 


D Senos Foor Comrort Wir K 


Aside from the attention-getting miss who dominates this Scholl layout, major 
attention is devoted to promotion of as many of the company's foot aids as 


possible. 


The complete line includes more than a hundred items. 


Are Killing Me!” This head, plus the 
photograph of a woman in the very 
customary act of soothing her aching 
foot, gains immediate interest and 
draws the foot sufferer into less bold 
descriptions of a variety of remedies. 

Typical full-page copy builds upon 
the same theme with a dash of sex 
appeal thrown in. In this case the 
major attention getter is a photo- 
graph of an attractive, negligee clad 
young lady whose posture and atti- 
tude indicates that legs and feet, no 
matter how shapely, may be subject 
to afflictions. 

Above this is a head, 
Feet Hurt—You Hurt All Over, Says 
Dr. Scholl,” with copy emphasizing 
that the effects of foot trouble may 
be felt in many other parts of the 


“When Your 


body. 
As in the smaller size copy, the 
photograph is surrounded with de- 


scriptive copy and illustrations for 
as many as 20 Scholl products. The 


total number of Scholl products runs 
into the hundreds. 

| 
Foot Ailments Increase 

| One factor for which the company 
has not been responsible but which 
has helped make the sales curve slide 
upward is the growing percentage of 
adults afflicted with some form of 
foot trouble. Government figures, ac- 
cording to Mr. Wagner, show that 
seven in ten are thus affected, princi- 
pally because of improperly fitted 
shoes or, in the of women, shoes 
that may conform to style but not to 
health. 

| The percentage of 
|has increased in 

Wagner said, with 
chiefly dependent 
taken by style. 

\ heavily emphasized use of dis- 
| plays is a noteworthy feature of the 
| Scholl advertising program, particu- 

larly because of the high acceptance 
value granted these displays by drug 
jand other retailers. A major 
this by Mr. Wagner is 


case 


those afflicted 
recent years, Mr. 
the future trend 
upon the turns 


advanced for 
that each display is designated to pro- 
| mote not one or two but 
able variety of the Scholl line 
thus makes its appeal to a 
profit-building audience. 
Acceptance value of the displays is 
indicated in a survey of 
stores made a few years ago by Mr 
Wagner in which he found that of all 
retailers receiving displays, 97.2 per 
cent were making use of them. In 
this case the 


and 


distributed more freely than 
ally done. 

| Almost all displays, he said, 
inow sent on recommendation of sales- 


wide, | 


Illinois | 


displays had also been | 
is usu-| 


are 


men, although a written request from 
a retailer will also fill the bill. These 
retailers are in department, shoe and 
variety stores as well as drug stores. 

All Scholl products are sold under 
fair trade contracts where such con- 
tracts are legal, evidencing the com- 
pany’s attitude toward this moot 
question. Fair trade effect upon 
Scholl’s prices has been negligible, 
Mr. Wagner said. 


Extensive Schedule Used 


Donahue & Coe, Inc., New York, is 
the Scholl advertising agency, with 
the current schedule including, in ad- 
dition to the 600 newspapers, 60 na- 
tional magazines, rotogravure in the 
New York Mirror, Midwest, Pacific 
and Metropolitan groups, drug, shoe 
and medical publications. 


Jacob Ruppert Brewery 
Names Lennen & Mitchell 


Lennen & Mitchell Inc., New York, 
has been appointed to handle adver- 
tising for Jacob Ruppert Brewery 
beer and ale, effective Sept. 1. 


Agency for Charak 


Charak Furniture Company, Bos- 
ton, has placed its advertising ac- 
count with Campbell-Lampee, Inc., 
New York. Magazines, trade papers 
and direct mail will be used. Wal- 
lace Hamilton Campbell is account 
executive. 


| 


INTERNATIONAL 
PRINTING PAPERS 


Ticonderoga Book 


Champlain Book 


reason | 


Saratoga Book 


a consider- | 


Saratoga Cover 


Lexington Offset 


Made by 
INTERNATIONAL 
PAPER COMPANY 

220 East 42nd Street 


NEW YORK, N. Y. 
BOSTON CHICAGO CLEVELAND 
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Bs for entire 
...and what you don’t know about it 


A dentifrice is something you put on a toothbrush. 


All the smart little boys and girls know that only 1 out of 3 Americans 
owns a toothbrush. That is called a “national average.”’ 


And whoever doesn’t own a toothbrush wouldn’t buy a dentifrice, 7’ est ce 
pas? (French for ain’t it the truth) 


Now get this. We just finished asurvey. Asurvey Whether your job is advertising toothpaste or 


is something magazine salesmen bore advertisers toasters, premium gasoline or laundry soap, shaving 


and agency men with. cream, face powder, electric refrigerators or what 
But some of these men are going to be very sur- have you—this satiated EXAMINATION is packed 
prised. This is far from the common or garden full of new information about the people who buy 
variety survey. them. And these products represent only a few of 


the pay veins in this new gold mine of information 


This survey, the LARGEST ever made by anybody —just compiled! 


anywhere anytime, shows that 163,416 out of the 
173,751 American Weekly families surveyed use 


toothbrushes, buy dentifrices. Regular folks, our THE MERICAN 

teaders. They brush their teeth. 94% of them... Greatest 

against a national average of 33%. in the World EFEKLY 
ae FAW/EEKLY 


What a surprise to the ad-school boys and girls 


“The National Magazine with Local Influence” 


who insist that a very big circulation precludes any 


; MAIN OFFICE: 959 EIGHTH AVENUE, NEW YORK CITY 
idea of “class.” 


BRANCH OFFICES 


If you could see what these 1 739751 families use PALMOLIVE BLDG., CHICAGO .... . S WINTHROP SQUARE, BOSTON 
i) their kitchens laundries bathrooms. bedrooms HANNA BLDG., CLEVELAND...... EDISON BLDG., Los ANGELES 
; , ? 4 HEARST BLDG., SAN FRANCISCO..... ARCADE BLDG., St. Louis 
living rooms and garages you'd get a new picture of GENERAL MOTORS BLDG., DETROIT . . . 101 MARIETTA ST., ATLANTA 


America at its shopping ...and advertising ee ee ee 
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WISEMAN LISTS 
SIX ESSENTIAL 
POINTS IN COPY 


Takes Engineering Slant in 
New Book 


New York, July 20.—Heaping new 
fuel on the controversial fire over 
pre-publication appraisal of adver- 
tising copy, Harper & Brothers is is- 
suing a new book on the subject by 
Mark Wiseman, director of The Lab- 
oratory for Advertising Analysis. En- 
titled, “Before You Sign the Adve - 
tising Check,” the book presents a 
checklist of six essential items by 
which an advertiser can pre-deter- 
mine sales etfectiveness. 

Mr. Wiseman likens an advertise- 
ment to an automobile, with a cer- 
tain minimum of engineering essen- 
tials necessary to make each work. 
These six essentials for an adver- 


tisement are claimed to be: a sales 
idea, an emotional appeal, a sales 


argument, a “vehicle,” an objective, 
and a means of expression. 

Like a car which can run without 
“body, cushions, gadgets, or paint,” 
an advertisement needs no fancy 
typography, colored illustrations, big 
headlines, clever copy, or artistic 
layout, according to Mr. Wiseman. 
“These are extras,” he says, “often 
vitally important extras, but not en- 
gineeringly essential.” 


Two Assets Involved 


The author admits that his analyt- 
ical approach to advertising is no 
magic solution to all problems, for its 
use will not tell how much goods an 
advertisement will sell, but he 
claims that it will insure “each ele- 
ment in your advertisement working 
hard for a sale.”’ Advertising is thus 
divided into engineering and creative 
aspects, with Mr. Wiseman treating 
only the engineering aspect. 

In his book Mr. Wiseman declares 
that “an advertisement which is 
soundly engineered, and contains a 
complete set of ‘works’ which really 
work, will sell goods, regardless of 
its purely creative or aesthetic quali- 
ties.”” Advertisements which live up 
to the Wiseman principles are repro- 
duced, together with some which 
do not. 

Mr. Wiseman has been in advertis- 
ing for more than a quarter of a cen- 
tury. He began as a copywriter for 


Abraham & Straus, Brooklyn depart- 
ment store, and later served as pro- 


motion manager of Collier’s, as copy- 


writer, copy head and partner for 
the Blackman Company, and direc- 
tor of advertising, Hudson Motor 
Car Company. 

He is best know for his “Jollyco 
Family” series for Ivory soap. This 
series appeared in the early 20’s, and 
won for Mr. Wiseman the Harvard 
Award. He worked with J. K. Fra- 
ser on the Ivory account, and the 
book is dedicated to “J. K. Fraser 
and Ivory soap—the two best teach- 
ers of advertising I have ever 
known.” 


Kroger, Founder of 
Grocery Chain, Dies 


B. H. Kroger, who founded the 
grocery chain that bears his name, 
died July 20 at his summer home 
in Wianno, Mass. He was 78 years 
old. 

In the great Ohio flood of 1884 Mr. 
Kroger just managed to salvage his 
own store which turned out to be 
the beginning of the present vast 
chain of 4,844 units operating in 
1,000 Midwestern communities. In 
addition, the system also operates 13 
bakeries, three packing plants and 
a candy factory. Total employes of 
the complete enterprise number 
19,000. 

Mr. Kroger retired from 
business six years ago. 


active 


including the small minority who 
haven't any sort of car. That’s 
per capita consumption 10% 


above national average. 


Even though the tax isn’t so 


HODE ISLAND families 
accounted for 746 gallons 


of gasoline apiece last year — 


tough, total gasoline costs figure 
out about $120 to the family! 


In the first five months of 
1938 we burned up 45,575,275 gal- 
lons, a total for the period ex- 
ceeded but once. At the end of 


June there were 138,762 passenger 


cars registered —an all-time high 


for this date! 


You guessed it — a new car 


tops the want list of thousands 
of our reader families. What car? 


Ah — that’s open to influence! 


No other single force has so 


much to do with guiding wants 


of Rhode Islanders as the 


Even with average incomes 


fourth highest of all states, one 
wonders how five out of six fami- 
lies can be running automobiles. 
Goes to show folks will spend for 


what they want most, regardless! 


Journal-Bulletin advertising 
columns. They influence 3 out of 
4 families in the state — an even 
larger proportion of those with 


money for automobiles. 


PROVIDENCE JOURNALSBULLETIN 


Dominating New England's Second Largest Market 


REP’S: Chas. H. Eddy Co., Inc., New York, Chicago, Boston, Atlanta. R. J. Bidwell Co., San Francisco, Los Angeles 


advertising. 
Eastern cities. 


BAKERY ADVERTISING TRIES TO BE DIFFERENT 


| NEVER KNEW! & 

COULD GET HENRY } 

TO HOUSE-CLEAN 
‘TIL 1 TRIED! 


? DIFFERENCE THERE 


“tw it7odey PERFECT LOAF 


Frequent changes in campaign themes add zest to Freihofer Baking Company's 
Here's one of the latest newspaper insertions, appearing in several 
Richard A. Foley Company, Philadelphia, has the account. 


—[== 


7... AND YOU'LL NEVER‘ 
KNOW WHAT A 


IS IN BREAD ‘TIL 
YOU'VE TRIED THE 


PF IT's BAKED | | 


WITH 


New Department 


to Handle JWT 
Film Activity 


New York, July 21—A new major 
department has been created by J. 
Walter Thompson Company to cen- 
tralize all of the agency’s activities 
in the field of advertising films. Fred 
H. Fidler, formerly in charge of the 
St. Louis office, has been transferred 
here to direct the department. 

Under the new setup clients will 
be offered production and creative 
services on motion pictures and 
slide films intended for consumer 
advertising, merchandising, public 
relations or sales training. Creative 
work will be supervised by Wallace 
R. Boren. 


4 A’s Central Council 


Appoints Committees 

The following committees of the 
Central Council American Associa- 
tion of Advertising Agencies, have 
been announced by Homer Haver- 
male, chairman of the council and 
vice-president in charge of the Chi- 
cago office of McCann-Erickson, Inc.: 
Media committee: H. R. 
Gunten, Lord & Thomas, Chicago, 
chairman; George Pearson, J. Walter 
Thompson Company, Chicago, maga- 
zines; E. Ross Gamble, Leo Burnett 
Company, Chicago, agricultural 
press; G. Victor Lowrie, McCann- 
Erickson, Inc., Chicago, newspapers; 
Albert Kircher, Albert Kircher Com- 
pany, Chicago, business papers; R. 
W. Metzgar, Ruthrauff & Ryan, Inc., 
Chicago, radio facilities; Stuart Sher- 


man, Benton & Bowles-Chicago. Inc., 
screen; and Otto R. Stadelman, 
Needham, Louis & Brorby, Inc., Chi- 
cago, outdoor. 

Fiscal control committee: J. F. 
O’Connor, Charles Daniel Frey Com- 
pany, Chicago, chairman. 


Membership 
Hinks, J. Walter Thompson Com- 
pany, Chicago, chairman. 

Research committee: L. 
Batten, Barton, Durstine 


committee: Kennett 


E. Scriven, 
& Osborn. 


Inc., Chicago, chairman. 
| Mechanical production committee: 


|R. E. White, Henri, Hurst & Mce- 

| 7. £ . 

| Donald, Inc., Chicago, chairman 
Radio Production committee: A 


| W. Metzgar, 
Chicago, 


Ruthrauff & Ryan, Ine.. 
chairman. 
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Ad Executives 
Swap Sleep for 
Mental Shower 


New York, July 21.— Apparently 
common sense is enough of a novelty 
to rouse advertising men from their 
dearly beloved sleep at an unearthly 
morning hour. 

That phenomenon occurred here to- 
day when a large number of execu- 
tives turned up at the Biltmore Hotel 
before 7 a. m. to attend the first an- 
nual breakfast of the National Insti- 
tute of Straight Thinking. To in- 
oculate the participants against 
drowsiness the program of speeches 
was labeled a “mental shower-bath.” 


Early Birds Named 

Among the early birds who spoke 
were Lee Bristol, Bristol-Myers Com- 
pany; Mortimer Berkowitz, The 
American Weekly; Russell Young, 
Young & Rubicam; W. K. Anderson, 
Lamont, Corliss & Co.; and Alvin 
Dodd, American Management A& 
sociation. 


Van | 


‘~ 
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STOCK PHOTOS 


Thousands of ready-to-use illustre- 
tions, on all subjects, are available 
for your inspection. Write, wire of 
phone 


KAUFMANN & FABRY © co. 
425 S. Wabash Avenue e 
Telephone Harrison 135° 
| 106 West 43rd St... NEW YORK, Phone Bryant 
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@ The accompanying chart graphically illustrates one of the reasons why 
advertisers are buying 100% more space in rotogravure than they 
did five years ago. Rotogravure is unique in the fact that its circulation 
reacts immediately to the stimulus of business activity in any of the major 
markets it serves, and thus gives advertisers the opportunity of concen- 
trating their efforts in areas where buyers and dealers are most respon- 
sive. Last year 112 new advertisers found that this quality in rotogravure 
enabled them to make the dollars they invested in space more produc- 
tive. For a case study of the sales experience encountered by one of these 


new advertisers see Pall Mall's story on the next page. 


SUNDAY ROTOGRAVURE CIRCULATIONS 


MILLIONS 
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July 25, 1938 ADVERTISING AGE 9 


Hai on Posters | STATELY SCENES REPRODUCED ON OIL POSTERS = Specialty Division Candy Salesmen 


for Liquid Carbonic Vote for Campaign 
in Demand for GIVES rep MORES Locate om AULEAGE | Liquid Carbonic Corporation, Chi- National Confectionery Salesmen’s 


SUMMER * cago, has formed a new specialty | Association endorsed the Collective 
Wall Adornment ‘ 


sc products division to manufacture and | Cooperative Campaign sponsored by 
distribute new refrigerated products. | National Confectioners Association at 
The line will be ready for distribu-| its Pittsburgh convention July 12-14. 
tion by Jan. 1. Otto Schnering, president Curtiss 
{dditional Picture on Page 31) W. D. Jordan has been appointed | Candy Company, Chicago, and chair- 
se GA Sales mane . yas the manager | man of the NCA advertising-merchan- 
408 Angeles, July 21—The new sales manager He was a iat 
co tithenraghie direct projection SOLINE of the appliance division, Savage | dising committee, told the convention 
pac 
d so successful as unreom OF8 comeany 
process has prove 
applied to 24-sheet posters of Union 
Oil Company, Los Angeles, that a 
lively public demand for copies has 


Arms Corporation. that candy comprises one-third of 1 
Sprisciasetiniinn per cent of the diet of the average 


° “ ” consumer. 
| Joins “You detente 


Frances Harrington has been ap- . 
developed. The posters have been pointed Eastern advertising manager Joins Brown Shoe 
dedicated to reproducing some of the of You, New York. Mrs. Harrington Frank J. Cornwell has been ap- 
scenic wonders of the United States, nieunt Mood, omen West taad featured in the 24-sheet was formerly account executive with| pointed assistant advertising man- 
a g many estern scenic spien ors, is eature in e s e * r pital, . : Svomeg ) vicina < . # ' > ; 
and nature lovers have paid tribute) poster advertising of Union Oil Company, Los Angeles. Lord & Thomas, Union Cecil, Warwick & Legler, Inc., New|ager of Brown Shoe Company, St. 
both to the basic idea and the treat- agency, selected the scenes and supervised the lithography. York. Louis. 


ment by writing in for posters for pein a a 7 a = 
mural purposes. 

Thus far, Mount Hood, Superstition 
Mountain, Boulder Dam, Cypress 
Point at Monterey, and a typical Cal- 
ifornia beach scene have been por- 
trayed. Lord & Thomas, the Union 
agency, has been entrusted with se- 
lection of the scenes and supervision 
of lithography. 


Details Hold in Blowups 


Each poster is produced from a 5 
by T-inch direct color photograph 
color separation negative and pro- 
jected to a full size 24-sheet poster. 
In spite of the size of the blowup, 
the posters have emerged with accu- 
rate reproduction of every detail. 

An interesting feature of the Union 
poster series is employment of a 
sporty little man carved of wood, and 
crying the merits of Triton motor oil. 
Each month a new design is devel- 
oped, carved in balsam wood in three 
dimensions and photographed in nat- 
ural color. The new Triton character 
has provoked much comment from 
motorists. 


Atlanta Agency 
Sells Control ll C ] ao q 
to C. P. Clark a over 010ra . 
Atlanta, July 21.—C. P. Clark, Inc., 
Nashville, continued its expansion 
program here this week by acquir- 
ing the entire capital stock of Gotts- 
chaldt-Humphrey, Inc. Allan C. 
Gottschaldt, who has been president 
and treasurer of the Atlanta agency, 
relinquished his interest to become 
an executive of Harold Cabot & Co., 
Boston agency. 

Bruce Moran, who has been sec- 
retary of Gottschaldt - Humphrey, 
Inc., will continue in charge of the 
agency as a vice-president of C. P. 
Clark, Inc. The old name will be 

? retained for the Atlanta office. Per- 


sonnel will be augmented by trans- 
fers from Nashville headquarters. 


KOCW to Broadcast 


Early in September 
Tulsa’s third radio station, KOCW, 

: will take the air early in September 

F on a frequency of 1310 kilocycles. The 

call letters stand for “Oil Capital of 

; the World.” 

i Harry Schwartz, Tulsa labor offi- 
cial, is the license holder, and Glenn 
Condon is station manager. KOCW 
Will operate during the daytime only. 


, ——— 7 : — —_ “a 7 - a 
% tN iis Se SEN 5 cenit in een ” ‘ 


Veer? 


ornate 


Ce Cee a 


-- iy € : 
BOVINA , . . >| weal cee 4 er eS a . 


ou 


* Pty Me 


‘KLZ DELIVERS CUSTOMERS TO [ie ; ye , 
eS rc spent Ye 2 


FRED DAVIS FURNITURE CO. 


Hogan with WCLO 


Homer Hogan has become general 
Manager of Station WCLO, Janes- 
Ville, Wis., succeeding Sidney Bliss, 
how publisher of the Janesville Daily 
Gazette. Mr. Hogan was formerly 
Manager of KYW, Chicago, and for 
the past four years Chicago manager 
of Hearst Radio. 


HE one and only reason why Denver furniture stores— 
and department, jewelry, men’s and women’s stores too— 
spend more of their radio money with KLZ than with any other 
station is that they have proved to themselves that KLZ pays 
;: ee sonewed best. KLZ measures up fully to this prime requisite of an 

Doidge Moves | ¥ ¥? 5 : another year. advertising medium. 
pay, tow: oa he eet vo ame 25s a ot Foor taint e To advertisers, local and nalional alike, KLZ delivers 
42nd street. gh nt se ye | customers and sales from all over the Denver-Rocky Mountain 
ber is Wisconsin 7-172. George T. region in such profitable quantities that it is the most econom- 
ical and essential radio medium in this area. 


Primed: former president of Wheeler 
nlvertising Corporation, New York, 
48 joined the agency. 


Detlef Transferred ” i ee pe etn § 
Harry W. Detlef has been named : 7 . 
Annee r of the Minneapolis office of 7s on ee ee ae 
merican Type Founders Sales Cor- FRED DAVIS. president, Fred Davis we The 
boration, succeeding Ansgar Gyde- Furniture Co., lives and conducts his busi- ; 


8 ness in De r. He knows Denver .. 
“nt, who has resigned. J. Gerald gD ng 


P knows the mediums that build sales for 

“a8 been transferred from Buffalo to his business most economically. He has Affiliated in ae ment with WKY, Oklahoma City 
ake over Mr. Detlef’s Kansas City seen and felt the power of KLZ bring 

terrjt ory. y customers into his store from all over 


| Colorado 


REPRESENTATIVE r THE KATZ AGENCY, Inc. 
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BOOSTS BUDGET 
FOLLOWING 807 
RISE IN SALES 


Educational Toy Maker Seeks 
New Markets 


New York, July 19.—-Expanding its 
promotional budget 300 per cent on 
the heels of an 80 per cent increase 
in shipments during the first five 
months of this year, Holgate Broth- 
ers Company, Kane, Pa., will launch 
a national magazine campaign in 
September in support of Educational 
toys. 

Holgate is one of the oldest com- 
panies in the Wnited States, having 
been founded when George Washing- 
ton was president of the United 
States, in 1789. Until 1929, its busi- 
ness was exclusively in manufactur- 
ing paint brush handles and wood 
specialties. That remains the com- 
pany’s chief interest, although toys 
now account for 20 per cent of its 
sales volume. 

Holgate has advertised Educational 
toys in a small way for several years, 
using trade papers, direct mail, and 
pre-Christmas insertions in Parents’ 


Magazine. Beginning in September 
issues, Educational copy will appear 


in American Magazine, 
Christian Herald, Farmer’s Wife, 
Good Hovsekeceping, Ladies’ Home 
Journal, McCall's, Parents’ Magazine 
and The Saturday Evening Post. 


Pulls 


These insertions, ranging from a 
half page to 35 lines in size, will 
carry a coupon offering free litera- 
ture to all who reply. The company 
discovered through a test that about 
twice as many people will write for 
free literature as will send 10 cents 
for more complete information, and 
the free offer alone will be made in 
consumer copy. It was also found 
that toys could be sold directly 
through advertising, but Holgate pre- 
fers to handle such business through 
retail outlets. 

Included in the Educational line 
are toys for children from six months 
to nine years old, and the advertis- 
ing and packages gives the age range 
for which each toy is intended. All 
Holgate toys are made of wood, and 
are educational in fact as well as in 
name, each item being designed to 
give its child owner something to do, 
rather than something to watch. The 
toys are regarded not as mere play- 
things but as tools or equipment 
which aid materially in a child’s 
physical and mental development. 


Child Life, 


Free Literature 


Appeal to Women’s Groups 


An additional merchandising effort 
aimed at women’s groups will be 
launched through space in Child 
Study, Childhood Education, and the 
Journal of the American Association 
of University Women. Five trade 
publications are also on the schedule, 
with copy pointing out to potential 
outlets that dealers make a 50 per 
cent profit on each sale. 

Holgate will endeavor to open up 
new outlets among drug stores with- 
out toy departments. A special as- 
sortment of 26 best sellers will be 
sent on consignment to any drug 
store wanting to try out the line 
without investment. 


Lewis on Own 

Joseph C. Lewis, formerly sales 
manager of the home laundry equip- 
ment division, Fairbanks, Morse & 
Co., Indianapolis, has organized As- 
sociated Engineers, Inc., in the Old- 
First Bank bldg., Fort Wayne, Ind. 
Clients include Nutritional Research 
Associates, Inc., South Whitley, Ind., 
manufacturer of Carotene and food 
concentrates 


Offers Copy Service 


Edith Raye Tolton, for nine years 
assistant account executive and copy- 
writer for MeCann-Erickson, 
Cleveland, has opened an advertising 
copy office in the Citizens 
bldg., Cleveland 


service 


Plans for ‘Drag 
‘Brands Week’ 


Gain Momentum 


New York, July 20.—Wide support 
is being given to the promotion of“‘Na- 
tionally Advertised Brands Week,” 
scheduled for Sept. 1-10, accord- 
ing to Drug Topics, sponsor of the 
event. More than 125 daily news- 
papers and 30 national magazines are 
reported as backing the movement, 


together with three national broad- 
casting networks, many individual 
stations, and about 5,000 weekly 


Na- 
124 


papers throughout the country. 
tional advertisers, representing 
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“fast-selling” items, have also pledged 
support. 

The promotion will be largely 
point-of-sale. Car cards also will 
be used, with Barron G. Collier 
Inc. scheduling 13,400 cards in street 
cars, subways, and elevated lines in 
a score of large cities. 


Lingnor for “Journal” 


Larry Lingnor has been appointed 
to represent Sporting Goods Journal, 
Chicago, in the Midwest territory. 
He also represents Mida’s Criterion, 
Water Works and Sewerage and Oil 
and Soap. 


Hotel Advances Myers 

William M. Myers has been ap- 
pointed advertising manager of Treat 
Hotel, Newark, N. J. 


Gadget Slide 
Rule Aids Fuel 


Selling Story 


Minneapolis, July 21—When the 
wintry winds begin to howl in Min- 
nesota, a novel little gadget will be 
depended on by Pittsburgh Coal 
Company to strike some telling 
blows in the battle of the fuels. The 
device, a slide-rule affair made of 
colored cardboard, shows at a glance 


the comparative costs of gas, oil 
and coal. Honors, of course, fall 
to the latter. 

Lowell Swenson, youthful ac- 


count executive with McKenzie, Inc., 


a 


the agency that handles the Pitt. 
burgh account, is responsible for 
the invention. The slide-rule wij) 
be put into national distributioy 
among coal dealers for circulation 
among their customers. Dealers 
have already been signed up in g¢ 
Paul and Duluth, and Madison, Wis. 


Acousticon to Kaufman 


Acousticon Institute, Washington, 
D. C., has appointed Henry J. Kang. 
man Advertising, Washington, to 
handle its advertising. Newspapers 
and direct mail will be used. 


Overalls to Grey 


Crown Overall Company, Cincin. 
nati, has placed its advertising ac. 
count with Grey Advertising Agency, 
Inc., New York. 


THAT GAMEL-LUCKY DUEL 


Policy 


DEATH BY TARIFF... you say we have 


no tariffs between states? That Pennsylvania 
can’t erect tariff walls against milk from 
Wisconsin? Or Michigan can’t protect local 
wine-growers against California? Then cast 
your eye over the thinly disguised “inspec- 
tion” taxes and such, that states are using 
against each other, thus putting the squeeze 
on efficiency and lower-priced goods. Read 
an analysis of the situation, with special 
reference to milk, liquor, and the fantastic 
war between butter and oleomargarine. By 
Raymond Leslie Buell, President, Foreign 


Association. FORTUNE p. 32. 


STOCK EXCHANGE PRESIDENT, AGE 31 


© Meet Bill Martin, ten years out of Yale, mnemon- 
ic wizard, now rocketed by reformers into the 
$48,000 job of simultaneously soothing conserva- 


tives, reformers, the SEC, and the wary share-buying 
public. Here’s the story of the man they hesitated 
over because he was too young (and didn’t wear a 


Inc., | 


hat to work). See Britt Martin 1s THirty-one, p. 47. 


e Two out of every seven packs of cigarettes sold last year 
were Camels, And FortUNE this month brings you the story 
of R. J. Reyno.ps, biggest of the “big three”, and of the 
running fight between Luckies (“It’s Toasted!”’) and Camels 
(“Get a Lift with ...”). How the makers of Camels lost 
their eleven year sales lead, 
magic of advertising words, the story of Camel’s $57,000,- 
000 worth of advertising campaigns in the last five years, 
and the personalities behind the scenes, notably tobaccoman 
S. Clay Williams and adman Bill Esty. Read $57,000,000 
Worth oF Wuizz anp Wuo00zLE, page 25 of Fortune. 


and got it back again with the 


Why didn’t Hitler grab Czechoslovakia? 


© “We will fight” say the Czechs with quiet conviction, mobiliz- 
ing troops to supervise the elections. And thousands of delirious 
Sudeten Germans in Czechoslovakia hail their Fiihrer in vain. So 
far at least. But why? Would France and England really come to 
the aid of the Czechs? Would the Czechs fight anyway? Again why? 
Here are some economic sidelights, political facts, and certain weak- 
nesses of the German position overlooked to date by the Sunday 
Supplements. See CZECHOSLOVAKIA, page 37 this month. 
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Minot to Push 
for All- Year 
Cranberry Sale 


New York, July 21.—First major 
advertising efforts by Minot Food 
packers, Inc., Hammonton, N. J., in 
support of Minot cranberry sauce 
and juice will be inaugurated this 
fall through Brooke, Smith, French 
& Dorrance, Inc., newly-appointed 
agency on the account. 

In addition to its cranberry prod- 
yets, Minot packs prune juice, clam 


is the second largest packer in the 
country in this field. 

The campaign will start with the 
opening of the cranberry season in 
mid-September and will continue for 
three months. H. M. Overstreet, vice- 
president of the agency, said the 
drive will be pushed beyond the 
usual holiday period in an effort to 
make cranberries popular the year 
round. 


To Use Newspapers 


Although media plans are still in 
the formative stage, it was indicated 
that newspapers will be used in mar- 
kets where Minot has distribution, 
supplemented by extensive point-of- 


ATTRACTS ATTENTION IN GOTHAM 


WALL PAPER TO 
ENTER LISTS AS 
FOE OF PAINTS 


Recovery of Lost Decorative 
Market Sought 


New York, July 20.— Preliminary 
plans for aggressive industry promo- 


In its Fifth avenue window in New York, Great Northern Railway draws the atten- 
tion of passersby with this scene at St. Mary's Lake, Glacier Park. The launch 
shown in the picture plies between St. Mary's chalet and the beautiful building tion aimed at the recovery of lost 


ehowder, and potato salad, but the |sale material. Spot radio is now be- 
eagmpaign now being planned will be |ing considered. Minot also does a 
concentrated on cranberries. Minot | sizable private brand business. 


nestling in the mountains adjacent to Going to the Sun highway. markets and the general re-populariz- 
—~|ing of wall paper were adopted to- 
~ day at a meeting of the National 
Wall Paper Wholesalers’ Association, 
held here in connection with the 
1938 Wall Paper Style Show. The 
size of the advertising fund, and the 
means by which it will be raised, 
have not yet been determined but 
will be included in a complete pro- 
gram to be submitted to the annual 
convention in Chicago next October. 
The tentative setup calls for the 
formation of the Wall Paper Guild of 
America, through which all promo- 
tional activity will be conducted. The 
guild will seek to build up public ap- 
preciation of better quality wall 
papers, as well as to widen the whole 
market. 
Sees Need for Stimulus 


| Commenting upon the _ outlook, 
. H. E. Conrad, executive director of 


the association, said that while the 
industry had made good progress 
since the start of the depression, con- 
sumption of wall paper was still be- 
hind the volume of a few years ago. 

“We aim to show,” he said, “that 
with new developments in paper, it 
can serve any decorative scheme.” 

Wall paper manufacturers, Mr. 
Conrad pointed out, have not been 
heavy advertisers individually, but 
the new industry plan is intended to 
offset, to some extent, the extensive 
advertising activity of paint manu- 
facturers. 


@ Waxworks, roller coasters, shooting galleries, 
baby incubators, bathhouses, and bingo palaces 
assault the eye. Merry-go-rounds blare their tinny 
music and a million people squeal and jostle. We 
take Coney apart for you this month, and show you 
the strongest concentration of microscopic busi- 
nesses, engaged in a competitive death grapple for 
your small change, that is to be found any place in 
the world. (Robert Riggs’ tempera paintings for 
this article are notably brilliant.) See To Heaven 
BY SuBwAy, page 61 of Fortune. 


Transcription 
Service Being 


Weighed by CBS 


New York, July 20.—Officials of 
Columbia Broadcasting System said 
today that the network may enter 
the transcription field through pur- 
chase of the American Record Cor- 
poration, an affiliate of Brunswick 
Record Company and Columbia 
Phonograph Company. 

The contemplated step would mark 
the first appearance of CBS in this 
field. National Broadcasting Com- 
pany currently enjoys a close affilia- 
tion with RCA-Victor, covering tran- 
scriptions as well as a program 
library service. 


Form Script Guild 

American Script- Writers’ Guild, 
Inc., has been organized with offices 
at 303 Lexington avenue, New York. 
Mary Derieux, formerly fiction editor, 
Delineator and American Magazine, 
is president; M. H. Avram, formerly 
with New York University, is treas- 
urer; Michael Young, president of 
Radio Advertising Corporation of 
America, Chicago, executive  vice- 
president; Irma Hopper, composer, 
critic and journalist, is vice-presi- 
—-_ ' dent and Harold Greenwald, New 
Pe ee a pre, ee York University, is secretary. - 


Second “Facts” Folder 


For the second in its new series of 
“Advertising Facts” folders, Bureau 
of Advertising, American Newspaper 
Publishers Association, New York, 
dramatized Esso Marketers’ news- 
paper tie-in with Howard Hughes’ 
record non-stop New York to Paris 
flight. Number 2 in the series was 
entitled “Hughes was News—so was 
i ere 


J NEW FORTUNE SURVEY QUESTIONS... 


© How U.S. votes on (1) cigarette preferences by brand, 
(2) fairness of different U. S. taxes, (3) which is making 
the most progress in giving the public what it wants— 
automobiles, radio, air transport, or movies? (Get ready 
for a surprise here!) These and six more questions are 
answered for you in FoRTUNE’s QUARTERLY SURVEY OF 
Pustic Opinion, (which, you remember, forecast Roose- 
velt’s winning election vote in October 1936 within 1% ). 
See page 49 of the August issue for this newest survey. 


Did you buy a Put-Put? 


© In other words, that frisky little mechanism on 
the back of your boat that makes it a yacht for $37.50 
or more? Then maybe you helped Outboard, Marine 
& Manufacturing Company, (which is Elto, Evin- 
rude, and Johnson Sea Horse all at once) make 
their $940,000 profit last year. You may get some 
business ideas by noting what happened in this 
company as minimum prices dropped from $145 to 
$37.50 in seven years. Turn to THE Put-Purt, p. 56. 


NEXT MONTH »++Corn Products Refining...Curtiss-Wright 


... U.S. Wealth... Morris Agency . . . Polaroid . . . Canada... 


Swedish Economic Policy . . . Business-and-Government. 


—-- = 


“BUCKWHEAT & DANDELION— Baby Railroad 


® Don’t laugh. (Don’t even smile). You are look- 
ing at Unadilla Valley Railway’s pet Mogul engine 
as it pushes through upstate New York weeds on its 
twenty-mile-long track. 45% of U. S. rail traffic 
begins or ends on such branch or “short line” tracks. 
Spend a day with Unadilla’s train crew, and see how 
the railroad makes its money. Page 50 in Fortune. 


Quinsana to Bow 


The Mennen Company, New York, 
will introduce Quinsana, a powder to 
be used as a preventive and rem- 
edy for “athlete’s foot” as well as a 
deodorant, Sept. 1. H. M. Kiesewet- 
ter, New York, is the agency. 
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What Is Advertising? 


Much of the criticism of advertis- 
ing and much of the _ regulation 
which has followed are based on 
what seems to be an important mis- 
conception of its character and func- 
tion. A clearer picture of what ad- 
vertising actually is, and the part 
which it is presumed to play in busi- 
ness promotion, would change the 
character of regulation by directing 
it toward those definite misstate- 
ments of fact which involve essential 
misrepresentation of advertised 
goods and services. 

Advertising is not primarily a cata- 
log or description of the qualities 
and characteristics of products. Yet 
many consumers who criticise adver- 
tising base their objections entirely 
on their conception that it is in- 
tended only to provide detailed infor- 
mation about products. And govern- 
mental authorities who are enforcing 
laws having to do with advertising 
insist on putting copy under the of- 
ficial microscope, entirely with ref- 
erence to its factual content. 

Most advertising, to be interesting, 
must be informative, but the big fact 
which is disregarded by its critics is 
that disseminating product informa- 
tion is not its primary function. As 
a matter of fact, the best product ad- 
vertising and the most successful 
campaigns frequently have very little 
to do with factual information, be- 
cause the public is already entirely 
familiar with the facts. The purpose 
of advertising under these conditions 
is to remind, to persuade and to pre- 
sent familiar facts in a new guise. 


Since persuasion, which is mainly 
an appeal to the emotions rather 
than to reason, is the primary pur- 
pose of advertising, the character of 
the persuasive argument should be 
regarded in the same light as the 
conversation of a salesman who is 
endeavoring to crystallize the de- 
cision of a reluctant buyer, and who 
uses arguments which are not fac- 
tual in a scientific way, but which 
are intended to create confidence of 
satisfaction in use. The buyer who 
has been assured by the salesman of 
ultimate satisfaction with his pur- 
chase, like the housewife who is con- 
vineced by advertising that the prod- 
uct she buys will make her look bet- 
ter or feel better, signs the order 
because the salesman has succeeded 
in establishing a favorable attitude 
toward the product in the mind of 
the purchaser. 

With of advertising copy 
becoming more and more severe, and 
with expanding governmental facili- 
ties for checking advertising and 
prosecuting assumed failures to meet 
the requirements of the statutes, ad- 
vertisers themselves should empha- 
size the character of their copy as 
salesmanship in print, and not as a 
catalog of descriptive information. 
Statements of fact must be supported 
by proof, but purely persuasive ma- 
teria] need not be of a scientific char- 
acter. If every adjective must be 
subjected to the test-tube of labora- 
tory analysis, advertising will soon 
be deprived of the color and interest 
that make it effective. 


control 


House-to-House Canvassing 


The recent decision of the Louisi- 
ana supreme upholding the 
Shreveport ordinance forbidding 
house-to-house canvassing is just one 
more incident 


court 


in a long line of ac- 
tivities aimed at regulating or elimi- 
nating this type of selling. Adver- 
tisers are interested in the situation, 
because many advertised 
are distributed in this way, and 
many publication subscriptions are 
obtained through canvassers. 

While local merchants are blamed 
for most of the laws which have been 
enacted for the purpose of control- 
ling the itinerant vendor, since their 
inclination 
retailers 


products 


to eliminate what many 
regard as unfair competi- 
tion is not difficult to understand, it 
would be foolish to consider the prob- 
lem from this standpoint 
There undoubtedly 
stances which 


alone 
many  in- 
have created intense 
consumer resentment and have given 
the force of favorable public opinion 


are 


to the restrictive 
have been adopted. 
jection to 


ordinances which 

The justified ob- 
unrestricted canvassing 
must be met if elimination of direct 
selling efforts is to be avoided. 

Real Silk Hosiery Mills and other 
manufacturers distributing through 
salesmen calling on consumers have 
done much to remove the onus from 
house-to-house canvassing. Proper 
representatives, 
introduction through advertis- 
ing, and careful adjustment of com- 
plaints are all needed to reduce con- 
sumer resistance and to build up 
good-will on the part of the public. 
If this is done, the attitude of local 
retailers likewise may change. 

Subscription canvassing is itself a 
field in which abuses have grown up 


selection of sales 


their 


to a point which in some cases justi- 
fies the descriptive term of racket. 
The best way to avoid legal troubles 
is to remove the cause for reasonable 
complaint on the part of the public. 


COPY TIP FOR A TOBACCO ADVERTISER 


—Successful Farming 


"It'll save us the trouble of smoking the hams later on!" 


Ad-libbing 


Banking Extravagance 


One of the most powerful adver- 
tisements we've seen recently, from 
the standpoint of stopping the reader, 
is this simple four-column newspaper 
copy for the Society for Savings, 


eat! OY POCKETS Otte PremEeY © 
SOmEROR T's Gone TO OF DisAr- 
POUNTED - THE SOCIETY FOR tavines 
TwReED Als a) MOeET TO TRareLeRs 
CHECKS THO Bare BEFORE | LEFT” 


_e 


Cleveland. It violates a lot of the 
copybook rules, the picture of the 
bank’s building and particularly its 
insignia are so small they can 
hardly be seen, and there’s an awful 
lot of wasted space which might have 
been filled with handsome pictures of 
the bank’s directorate, but it cer- 
tainly does get over a point. 


Wonders of Spiritualism 

The Federal Trade Commission 
has been cracking down again. This 
time it’s on the Great Britain Spirit- 
ualist Church, Detroit, which the 
commission says has been selling a 
lot of things beside spiritualism. 
Among these are Grendeline Holy 
Oil, Jungles Floor Wash, Capo Per- 
fume, Powwow Mojour, Mintolean 
Mojou Lucky Oil, and Green Dragon 
Liquid Soap. 

The FTC doesn’t object particu- 
larly to the sale of these exotic prod- 
ucts. What it objects to is the fact 
that the church allegedly advertised 
special, discount and reduced prices 
which in reality were the regular re- 
tail prices. 


The Farmer Speaks 


“If a friend of yours had a choice 
of buying or renting a farm today, 
which would you recommend?” That 
question was put to readers by Suc- 
cessful Farming, and 3 out of 4 
answered “Buy.” Present owners 
were a little more emphatic than 
renters, 78 per cent of the former 
answering “Buy,” and 71 per cent of 
the latter. 

And to the question, “If you had 
an extra $500 income this year, what 
would you do with it?”’, half the 
farmers would buy farm equipment, 
28 per cent would spend it on their 


homes and families, and 22 per cent 
would invest it in some form of sav- 
ings. Interesting sidelight: only 42 
per cent of those farmers under 30 
would spend the windfall for addi- 
tional equipment, while 51 per cent 
of those between 30 and 50 would do 
so, and 52 per cent of those over 50 
would sink their funds in extra farm 
equipment. As against the average 
of 28 per cent who would spend the 
money on home and family, only 23 
per cent of those over 50 would do so. 


Cruel and Unusual 


The mails these past few days of 
stifling, sweltering heat have been 
filled with smirking Merry Christmas 
greetings, with illustrations of num- 
erous Santa Clauses, all smiling be- 
nignly and, we suspect, a little slyly, 
and with other reminders that there 
is a winter and a Christmas. 

No doubt it is necessary to remind 
buyers of merchandise and service 
that the Christmas shopping season 
will be coming around again, but for 
ourselves, we are inclined to agree 
with the man in the crowded meeting 
hall who felt that it was adding in- 
jury to insult when the stench bomb 
landed on his head. 


Jottings 


Life, says Publisher Roy E. Larsen, 
will average over 2,000,000 pajd for 
the Feb. 1-Dec. 31, 1938, period. And 
in the second quarter of 1938, Life 
made its first—if modest—profit. 

Raymond Risley of Bakers’ Helper 
calls our attention, as deeply sig- 
nificant, to announcement made of- 
ficially on behalf of the National En- 
campment of the Veterans of Foreign 
Wars that there will be no advertis- 
ing matter in the official program of 
the convention, “nor has any adver- 
tising program or similar promo- 
tional enterprise been authorized.” . . 

Dining car waiters on crack trains 
of the Baltimore & Ohio and its sub- 
sidiary, the Alton, will sound the 
clarion call for dinner hereafter with 
NBC chimes, sounding three dulcet 
notes instead of the five which the 
railroads have used heretofore. 

Add to your list of unique titles: 
Bernice Challenger Bost, the former 
Chicago publisher, is now Director of 
Ameliorations for the Grand Hotel 
at Mackinac, world’s largest summer 
hotel. 

The current gasoline price war in 
Chicago, plus the charges that dealers 
are mixing kerosene and other for- 
eign elements in their gas, has been 
a bonanza for local sign painters, 
who are busy painting signs such as 
“We offer $100 reward to anyone who 
can prove our gas is adulterated” 
for service stations. Most important 
advertising blast in this connection 
was a five-column splurge by Shell, 
“You're Safe with Shell.” 


—_ —— 
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Information 
for 
Advertisers 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or throug 
ADVERTISING AGE, by any national ad. 
vertiser or advertising agency execy. 
tive writing on his business letter. 
head. 


No. 1384. Beyond the Skyscrapers. 


This home ownership survey, is- 
sued by The News, New York, takes 
the reader on a tour through 30 dis- 
tricts in outlying sections of New 
York, where more than half of the 
families are home owners. Tabula- 
tions show median family expendi- 
ture, total families, total home own- 
ers and per cent of home owners, 
with New York morning newspaper 
family coverage in each district. 


No. 1385. What Makes It Go? 


Barron G. Collier, Inc., takes an 
advertising medium apart in this 
new booklet, which discusses car 
cards and the job they do as a selling 
force. 


No. 1386. Fooling Failure; or, The 
Rise of Wilbur Fripp. 


This “thrilling tale of mercantile 
adventure,” issued by Radio Station 
WEEI, is the story of a product 
saved from ignominous and unneces- 
sary failure by the intelligent action 
of Wilbur Fripp. Wilbur knows his 
WEEI, its market and advertisers’ 
success story, and wins his reward 
in the last chapter. 


No. 1370. Demonstration Portfolio. 


This portfolio, issued by Interna- 
tional Paper Company, contains speci- 
mens demonstrating the use of 
Adirondack Bond “Letterhead Yard- 
stick.” This is a guide to letterhead 
construction which can be _ used 
either in the making of a new letter- 


head or in the remodeling of an 
old one. 


No. 1352. ... to Shrink Space Still 
Further. 


In this new brochure, Columbia 
Broadcasting System gives details 
concerning 14 new stations and 94 
major station improvements since 
August, 1937. Stations of the Cana- 
dian Broadcasting System are in- 
cluded, with information on their use 
by CBS advertisers. 


No. 1354. Los Angeles, Key to the 
Southern California Market. 


This study, issued by Los Angeles 
Herald and Express, tells the market 
story of this area, with analyses of 
population, sales and their distribu- 
tion, industry and commerce and 
other factors. Several pages illus- 
trate the scope of the paper’s mer- 
chandising and home economics co- 
operation and dealer contacts. 


No. 1342. Certified Radio Survey of 
“Buying” Listeners. 

A new slant on determining radio 
station popularity is offered in this 
study issued by WMC, Memphis. 
Research operatives interviewed cus- 
tomers at point-of-purchase, rather 
than by the _ phone-call-to-home 
method, the analysis, therefore, indi- 
cating station preferences of actual 
buyers. 


No. 1350. Route List of Retail Drug 
Stores in Denver. 


This pocket-size booklet, issued by 
Radio Station KLZ, contains a com- 
plete list of retail and wholesale 
druggists, and national and local 
drug chains in Denver and its retail 
trade area. 


No. 1348. Your Primary Market— 
23,000,000 Women Who Sew and 
How to Reach Them. 


This study, issued by Simplicity 
Magazine, covers the home sewing 
market, showing the extent of pat 
tern sales, how the sewing machine 
ranks in importance with other home 
appliances, a tabulation of Simplic 
ity’s coverage, and the status of the 
average sewing woman reached bY 
this publication. 
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July 25, 1938 


Listen, my children, if more goods you'd sell, 
The space you buy must ring the bell. 
So follow these lessons rather closely, 


And please don’t take them too jocosely. 


A is for our antipathy 
To any thought-upsetter. 
That's why Pasteur got locked up— 
For making good milk better. 


B is for baloney, 
Our dear profession’s curse, 
Which makes little publications seem better, 


And the big ones invariably worse. 


C ’s for Simplicity’s circulation, 
Which, though technically is free, 
Sells 48,000,000 patterns a year. 
When have YOU had such a sales spree? 


D is for your dealers, 
Located in each city. 
For a tune to make them dance with joy, 


Consumer demand’s your ditty. 


| > is for Eight Million, 
The highest circulation’s ever risen, 
Just wait, dear friend, till you find out 


The market you’re now mizzen’. 


F is for fashion appeal, 
The lure preferred by female fish, 
Which will hook nine women out of ten 


(And make the last one wish. 


G is for a Godsend 
In these trying days of depression 
That fundamental thinking 


Is still somebody's obsession. 


H is for 8,000,000 housewives 
\nd the 2.000,000,000 meals this 
audience yearly cooks. 
That's w hy a one column ad run once 
Pulled 100,000 requests for recipe books.’ 


The all time record in bad verse, 
but too good to omit.) 


ee 


I is for intelligence, 
Given us to meet new problems, 
So we won't confront the latest facts 


With pre-depression goblins. 


J is for justice, 
Which prevails in the end, 
And will cause more smart advertisers 


To eventually unbend. 


K is for knocking, 
The manner some must sell, 
When bigger circulations 
Make their little lives a hell. 


L is for law of averages, 
Which seems to loudly yell, 
“You'll make more people buy your stuff 


If more of them you tell.” 


M is for minority, 


The age girls learn to sew— 
Not wild oats, but dresses, dear— 


And we certainly ought to know. 


N is for net paid, 
Which is most advertisers’ fetish. 
But Simplicity’s coupon tests have shown 


They're being masochistically coquettish. 


O is for old-fashioned. 
At home it’s sweet and charming, 
But when applied to advertising plans 


Can be a trifle harming. 


Pp is for Price Waterhouse, 
Whose accountings are rarely disputed. 
Our distribution at over-8,000,000 


Each month they've regularly computed. 


O is for the queer ones, 
The reasons that we get 
Why Simplicity’s 8,000,000 


Couldn't be anybody's best bet. 


R is for results, 


And this to you we preach 
You'll never profit from those folks 


That your copy doesn’t reach. 


S is for secondary readership, 
That some seek with great elation. 
Since when is the second to read a book 


Any more than free circulation? 


= is for tardy, 
Which we hope you'll not be 
By waiting till your competitor 


Turns Simplicity’s hordes on thee. 


U is for universal— 
Women’s interest in our book. 
Dr. Starch just told us ninety 
Out of each hundred take a look. 


V is for virtue, 
Which everyone has had. 
So why insist 8,000,000 women 
Are all completely bad? 


W stands for women, 
And woe unto men 
Who ignore them as primary consumers 


More than every now and then. 


x is for the unknown, 
Which little boys all fear. 
That's why most publication rates 


Are everlastingly so dear. 


Y is for the yowling 
That a loser seldom stifles, 
When he finds the next guy’s romped home first 


While he’s still untangling trifles. 


Zz is for the zero hour 
When all lists must be made. 
Then sales or lack of them expose 


Where the soft-boiled eggs were laid. 


Our lessons are through — of 
Probably our welcome too. 
But we've put it this way 


Because it’s good medicine for you. 


So if you take these rhymes to heart, 


Don’t look now—but your sales soon start. — 


Those who have already seen our first circulation book, just off the press—containing these jingles and new circulation comparisons 
~Say it’s a trifle startling. We have a copy waiting for you! Simplicity’s PREVUE Magazine, 419 Fourth Avenue, New York City. 
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Voice of the Advertiser 


& This department is a reader's forum. 


Gambleros Mexicanos 


To the Editor: On a recent trip 
to Mexico I got a big wallop out 
of the lottery advertising and 


— 


' Hacemos 


thought be interested in 


you might 
the enclosed snapshot. 
All forms of gambling except the} 


National 
Mexico. 
technique in all their advertising. 


Lottery are banned in 


The picture of the happy family 
on the poster is accompanied by 
the caption “We Make Happy 


Homes.” 
Tuor M. SMirH, 
Classified Promotion Manager, 
Chicago Herald and Examiner. 


= w= 


Sees Powerful Appeal 
in Contest Windows 
To the Editor: 


Successful mer- 


They employ the insurance | 


| increased 


| 
| 


chants are always on the alert for | 


displays that will cause the passerby 
to stop, look and buy. 


Good ideas travel fast. Contest 
window displays I saw in several 
Midwest cities recently is the start 


of a movement I predict will be far 
reaching. The type of contest win- 
dow display which particularly in- 
terests me, and which originated only 
recently in an Ohio drug store, is 
where humerous drug store items are 
displayed with only one single or 
duplicate item shown, and a prize 
given to the person finding the single 
or duplicate item. 

A chain store in one of these cities 
has windows where several hundred 
duplicate items are displayed, each 
item bearing its own price ticket, and 
the store offers as prizes the choice 
of a compact, a billfold, or an alarm 
clock—these being displayed in the 
windows. Only an average of three 
prizes a day were found necessary 
here. Signs in these windows read:— 
“How are your eyes?”; “Can you see 
the single item in this window?”"; “If 
you can a valuable prize is yours!” 
Another sign reads, “Everytime 
someone wins, the window is changed 
and another prize offered.” 

In an independent drug store win- 
dow in Chicago, 483 single items were 
displayed, the majority of these be- 
ing small numbers. They were ar- 
ranged on panels in checkerboard 
fashion, in squares of about. six 


| which contains an illustration headed | 


inches—also on the floor of window. 
Each article was plainly marked 
with a price ticket. Stretched across 
the top of this 20-foot window was a 
paper sign reading: ‘“Free—A quart 


brick of ice cream. This window 
contains 483 items, with only one 
duplicate—any person finding this 


duplicate item will receive a brick of 
ice cream,” 

This particular window was so ar- 
ranged that a panel or panels could 
be removed and articles changed 
when the duplicate was discovered. 
Only about three prizes a day were 
found necessary in this store. 

As a result of these displays, sales 
from 15 to 20 per cent, 
managers told me. 

The crowds these displays at- 
tracted are almost’ inconceivable, 
sometimes being three or four lines 
deep, also being the source of a lot 
of good-natured fun. They brought 
many persons inside the store to in- 
quire about the contest, and as a re- 
sult, many new customers’ were 
made. 

WALTER S. JENKINS, 

Sales Manager, Admiracion Lab- 

oratories, Harrison, N. J. 
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Superstition Theme 
To the Editor: In the current issue 
ot ADVERTISING AGE, 


T. W. Samuels Distillery, which you 
caption “Exploits Superstition” and 


“Do You Knock On Wood?” 

This theme has been used before, 
but in a slightly different way by the 
Wilson Distilling Company of New 
York. The device is a “Knock on 
Wood” key tag which we supply to 
them and which was worked out by 
the writer and Ed Hamburger, ad- 
vertising manager of the Wilson com- 
pany. Our customer did not dis- 
tribute these to the general public, 
but used the item for jobbers and 
distributors and their salesmen. 

We thought you might be inter- 
ested in seeing how the superstition 
idea was applied elsewhere. 

ALFRED ROBBINS, 

Alfred Robbins Organization, 

New York. 

2. 9 


Local Flavor 


To the Editor: Talk about local 
flavor—if this ad which appeared in 
our Cape Cod paper hasn’t got it, I’ve 
lost my sense of taste completely. 
Any kwahog, quahaug, quohog or 
quahog lover will appreciate it. 

J. MAxm™ Ryper, 

Advertising Director, 

Times Morning Mercury, 

Bedford, Mass. 


Standard- 
New 


Who's afraid of a quahaug? 


What's that got to do with us? 


kwahog? 
quohog? 


ANSWER: 
The fellow 
who can’t get 
them open! 


ANSWER: 


(price 30c) 


Because we know our Cape Cod—we know 
our Quahaugs—ond we have in our hardware department the 
one knife which 43 years of experience has taught us enables 
even the rankest amateur to open quahaugs like a professional 


And that is just another example of how we apply our local 
knowledge and experience to help YOU. 


NICKERSON LUMBER CO. 


“EVERYTHING FOR BUILDING” and a.complete line of hardware 
Tels. Chatham 200 @ Orleans 200 @ Brewster 200 @ Wellfleet 200 


there is an illu-| 
stration of an advertisement used by | 


Letters are welcome. 


War on Crabbing 
To the Editor: The writer got a 
smile from the idea used by the J. 
Flack Advertising Agency of Syra- 
cuse to break down “crabbing” about 
business conditions, as recently de- 
scribed in this column. 


We, too, use a card which de- 
clares: “Stop Crabbing—Business Is 
Picking Up.” It has been our expe- 
rience that this always draws a 
laugh. 


E. I. PLorrie, 
Edward I. Plottle Company, 


Scranton, Pa. 


Comforting These Days 


To the Editor: Some folks may 
think it nertz to run a “Happy New 
Year” ad on a warm day in July, 
but the idea was just nertz enough 
to net us 55 inches of display adver- 
tising in our July 12 issue. 

I am enclosing the page so, if you 
think it worth anything to other ad 
hustlers, you may reproduce it. 

R. M. ANDERSON, 

Manager, Daily News, Longview, 

Wash. 


—_—_—_—_—_— —_— 


JANUARY IN JULY 


“HAPPY NEW YEAR!” 


Supposin’ it is July, and mayhap the dey is hot. What's the diff! Isn't Longview enter- 
ing upon « New Year of achievement! So, agein we say: “Happy New Year” to Long- 
view, its residents ond friends. 


Oregon Way 


ST. HELENS INN 


—_ 


No Sir! We're neither too early, too late, nor nertz! 


St. Helens Inn wos in operotion before the city wos dedicated If 
whiskers exemplified early pioneering in Longview, we'd hove one of 
the longest “brushes” in town. 


In those “good old ‘days” in Longview, when all men wore boots, ond 
high-top shoes hid from view the beautiful onk'es of Longview's women, 
St. Helens Inn wos the “boarding house” ond “dormitory” for hundreds 
of the “builders” of Longview. 


Those men who comprised the construction crews, who labored hard 
from early morn to lote ot night, required wholesome food in libero! 
Quontities. Then, os now, we served 


THE BEST FOOD IN TOWN 


Yes, we ore “old” when you think of us os o business institution in 
Longview, but in business principles, we ore always “young and fair” to 
our clientele. From a “boarding house” and “dormitory” in 1923 (and 
we were the best in those doys), we have odvanced’to the heod of the 
porode in the serving of ects to the general public until now, when the 
folks of Southwest Washington speak of a good place to take the family 
or friends for something good to ect, they come here. 


RALPH KEPFIELD, Mgr. 
In business here since early 1923. 


tution. 


ment. 


reservations now. 


Hospital Management salutes 


The State University Hospital 
of Oklahoma City 


One of the outstanding state university hospitals of the country, 
the State University Hospital of Oklahoma City, will be the subject of 
the second of a series of articles saluting the great hospitals of 


America, which is now running in Hospital Management. 


This efficient, modern medical unit will be described in detail in the 
August issue of Hospital Management. Its plant, its personnel, its 
equipment will be thoroughly and completely covered in an editorial 
survey of the institution which will give the practical administrative 


readers of Hospital Management a thorough picture of this insti- 


Presentation of this material gives those who sell food, equipment 
and supplies to the State University Hospital of Oklahoma City an 
unusual opportunity to emphasize the part they have played in build- 
ing this hospital into national prominence, not only for its medical 


achievements but for the efficiency of its plant and physical equip- 


Forms for the August issue close August 4. Make your space 


Hospital Management 


The National Magazine of Hospital Administration 


) 
100 E. Ohio St., Chicago — 330 W. 42nd St., New York ANY 
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July 25, 1938 ADVERTISING AGE 


in Advertisin q\olume 
dating He e fn six month. of 1Q8 


71.5% gain in advertising—that’s how the advertisers 

and their agencies are capitalizing the concentrated 
low cost circulation of the First 3 Markets Group. Since 
its inception in 1935, the Group has steadily forged ahead 
in advertising volume and in number of advertisers. 


Delivering more than 5,500,000 circulation where ad- 
vertisers’ opportunities are greatest, the Group continues 
to gain solely on the basis of the value it delivers to adver- 
tisers—high velocity returns generated by the intense 
reader interest in roto sections home edited to fit the 
specific requirements of America’s first three markets. 


Through the Group you can reach, at economical cost, 
a tremendous audience which is accustomed to buy— 
whose capacity and willingness to buy are demonstrated 
by the display linage leadership enjoyed by each Group 
member in its home city—the New York Sunday News, the 
Chicago Sunday Tribune and the Philadelphia Sunday 
Inquirer. 
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WILLIAM E. FARRELL, 220 EAST 42nd ST., NEW YORK CITY, VANDERBILT 35-9292 
e JAMES CRAWFORD, TRIBUNE TOWER, CHICAGO, ILLINOIS, SUPERIOR 0100 
KEENE FITZPATRICK, KOHL BUILDING, SAN FRANCISCO, CALIFORNIA, GARFIELD 7946 


MARKETS GROUP 


roto now » 
Colo nl x 4 
roto now Only $166 oma tnilline 
Milling 
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SALT PLUS NUTS 


| 


NEW FOLLOW-UP 
FOR ‘HEAT-FAG’ 


Morton Joins Forces with 
Machine Vending Co. 


Chicago, July 21.—Morton Salt 
Company’s heat-fag campaign to in- 
dustry took a new slant here this 
week as Burel & Co., manufacturer 
and operator of vending machines, 
undertook to popularize the salt 
theme through the sale of salted 
nuts. 

“Heat fag” is a recognized symp- 
tom in industries where processes 
cause excessive prespiration. As a 
corollary to its advertising campaign 
in business papers reaching such in- 
dustries, Morton Salt Company of- 
fered a $4.50 dispenser containing 
salt tablets reesmbling aspirin. Each 
tablet, designed to keep salt content 
of the human body at the proper 
level, contains ten grains. The 
tablets sold at $3.15 per case of 
9,000, the employer usually bearing 
the cost. 


Dawn of An Idea 


The vending machine manufacturer 
saw an opportunity to advance the 
Morton cause by making the salt 
more palatable, and at the same time 
help his own interests. It is now 
offering operators machines adorned 
with placards reading: “Avoid heat- | 
fag with salt. Get your salt the| 
appetizing way--eat_ salted nuts | 
every day. Morton’s Salt—when it) 
rains it pours.” 

The tie-up has been mutually bene- 
ficial, the companies indicated. Plants 
which might ordinarily exclude vend- | 
ing machines have accepted the nut | 
machines as a contribution to effi- | 

| 


ciency. On the other hand, workers 


who might dislike salt in the raw 
welcome its new companion. Mean- | 
while the Morton campaign con- | 


tinues in Factory Management and | 
Maintenance, Industrial Equipment 
News, Iron Age, National Safety 
News and Power. Daniel Peterkin, | 
Jr., is industrial sales manager for 
Morton. 


Air Conditioning Group 


Forms Information Bureau 

Air Conditioning Manufacturers’ 
Association has organized a bureau 
of information to serve as a clear- 
ing house for feature writers and edi- 
tors seeking authoritative informa- 
tion on air conditioning. 

Offices will be maintained at 
Association's headquarters in 
Southern bldg., Washington, D. C., 
with John T. Shaefer, formerly of 
McGraw-Hill Publishing Company, in 
charge. 

KVOO to Operate 
Full Time Aug. 2 

Station KVOO, Tulsa, will start 
full time operation Aug. 2, using 25.,- 
000 watts both day and night. 

The National Broadcasting Com- 
pany plans a special salute to KVOO 
on that date, and the World Broad- 
casting System is now recording a 
special salute to be aired at that 
time. 


Gotham Gets Belflex 


Belflex Corporation, Toledo, has 
appointed Gotham Advertising Com- | 


the 
the 


pany, New York, to handle advertis 
ing of Belflex Gliders, flexible rub- | 
berized fabric spring mounting for | 
Ford cars. Dealer displays and trade 
paper copy will feature the slogan 
“Tomorrow's Ride Thrill is Here 
Today.” A consumer campaign will 
keep pace with the § distribution 
secured through garages and acces 


sory deals rs 


Cantor Appointed 
Solis S$ 
heen 


Cantor, Philadelphia, has 
appointed advertising counse! | 
tor Potato Chip Guild, association of | 


potato chip manufacturers. News- 
paper, radio, Outdoor and point of | 
sale advertising will be used A 


Guild seal will be used on packages | 
| 
of members. j 


National Dog 
Week to Draw 


Copy Support 


Chicago, July 21.—Ten national 
advertisers have already agreed to 
devote publication advertising space 
and time on the air to promotion 
of National Dog Week, Sept. 18-24, 
Robert Briggs Logan, executive sec- 
retary for the event, reported today. 
The list consists of John Morrell 
& Co., Ottumwa, Ia.; 
Rockford, Ill.; Wilson & Co.; Swift 
& Co.; Battle Creek Dog Food Com- 
pany; Sprague Warner & Co.; Carna- 


Chappel Bros., | 


| tion Company, 
Phenix Cheese 
Packing Corporation; 
| Davis & Co., Detroit. 

The Institute of American Meat 
Packers has officially endorsed the 
week and pledged the support of 
its membership. Scripps-Howard 
newspapers in 24 cities will conduct 
a National Dog Week contest. Ac- 
cording to Mr. Logan, $750,000,000 
was spent last year for dogs, their 
care and feeding. 


Kraft- 
Rival 
Parke, 


Milwaukee; 
Corporation; 
and 


Menke with Ringer 


| 
| 


| Don Menke, formerly with Mac- 
|}imillan Petroleum Corporation, has 
| been appointed copy chief of Lee 


Ringer, Advertising, Los Angeles. 


RVA Men to Receive 
“Revele” in August 


Revele, official publication of the 
Regular Veterans Association, will 
make its appearance with the August 
issue, published by Paul-Dawson Pub- 
lications, San Diego, Calif. It will 
contain 24 pages. 

The association consists of all men 
in past and present military service 
and has about 180 posts in the United 
States. 


NRHA N ames Peterson 


Rivers Peterson, formerly editor of 
Hardware Retailer, has been ap- 
pointed managing director of the Na- 
| tional Retail Hardware Association, 
| Indianapolis. Glendon Hackney, man- 
|aging editor, succeeds Mr. Peterson 
as editor of the Retailer. 


KVOL Power Up 

Evangeline Broadcasting Company 
Inc., Lafayette, La., has been author. 
ized by the Federal Communications 
|Commission to increase the daytime 
j}power of KVOL from 100 to 259 
watts. Nighttime power will remaip 
at 100 watts. 


Van Wie Joins Daily 

William Van Wie, salesman for 
Chevrolet Motor Company, Anadarko, 
Okla., has resigned to become adver. 
tising manager of the Daily News, 
Clinton, Okla. 


Derrew Joins 1 & E 


G. Potter Darrow has _ resigned 
from Al Paul Lefton Company, Inc. 
to join Ivey & Ellington, Inc., Phila. 


delphia, as account executive. 


— 


NEWSDEALER SALES—In the last 3 years, Journal newsdealer 


sales have stepped up more than a quarter of a million. 
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U h high as 100 per cent. The new hazard the guess that the latest de- | Alvin Austin Named NEW CAMERA BOWS 
Plenty of mp crown, made of aluminum, was| velopment will turn out to be a boon | W & C Clething Company, New 

. perfected by Alka-Cap Machine Com-|for the old-fashioned bottle and its York, lee appointed Alvin Aeuatins 
in Zipper Cap, pany, New York, which leases | users. Company, New York, to handle its 


Brewer Finds 


Minneapolis, July 21.—A “zipper” 
cap, which lives up to its name 
in part, at least, by eliminating the 
need of @ bottle opener, is being 
tested by Minneapolis Brewing 
Company ina campaign in Michigan 
for Grain Belt beer. Frank Kiewel, 
jr, of the company’s advertising de- 
partment, said today that glowing 
reports are coming in from Michi- 
gan distributors in the dozen cities 
selected, sales increases running as 


the equipment to users. 

The Alka-Cap resembles the ordi- 
nary beer cap, but is accompanied 
by a small tab. A yank on this ac- 
cessory loosens the cap so efficiently 
that the user may lift it off and 
quench his thirst forthwith. 


See Boost for Bottles 


The almost instantaneous popu- 
larity of the Alka-Cap has given 
rise to considerable speculation as | 
to its effect on canned beer sales. 
While modern can openers 
reached an amazing stage of effi- | 
ciency, local experts are willing to! 


have | 


|Other officers named include Arthur 
| Radlauer, 


Erwin, Wasey & 
the experiment in Michigan for 
train Belt beer, has been using 
heavy newspaper advertising to ac- 
quaint beer lovers with the latest 
innovation in the brewing field. Joe 
MacGaheran is account executive. 


Jarrall Elected 


A. J. Jarrall, advertising manager 
of Labiche’s, Inc., department store, 
has been elected president of the 
Advertising Club of New Orleans. 


Co., handling 


vice-president and secre- 
tary, and Margot Burvant, vice-presi- 


dent and treasurer. 


account. Plans are being formulated 
for trade and consumer campaigns, 
to feature the brand name, “Town 
House Formals.” 


Stretch Joins WNEW 


Harold A. Stretch, Jr., has joined 
the sales staff of WNEW, New York. 
He was formerly with the advertis- 
ing department of New York Ameri- 
can, 


Asp Joins Bijur 
Sidney Asp, formerly with Ruth- 
rauff & Ryan, Ine., has been ap- 
pointed traffic manager of George 
Bijur, Inc., New York. 


— ae 


JAN.-JUNE 1938 (Est. ) 


710,0 


00 


A GuarANTEED WniveX PRODUCT 


This counter and window display ties in 
with Universal national advertising in 
behalf of its new Iris model. 


New Univoreal P 
Camera Brings - 
Expanded Drive 


The total circulation of the Ladies’ Home Journal today is well 


upward of 3 million, with many times that number of readers. 


| 444m] OURNAL 


New York, July 19. Expanding 
its line of low priced models, Uni- 
versal Camera Corporation is cur- 
rently introducing the Iris candid 
camera, priced at $5.95 for the stand- 
ard and $7.50 for the deluxe model, 
to be supported by a campaign in 
newspapers and national magazines. 

The new camera will use the 15 
cent Univex film, taking six pictures 
to the roll. Other Univex cameras 
include a box model which sells for 
39 cents, Minicam candid camera at 


$3.50, and a motion picture model for 


$9.95. A home movie contest, offer- 
ing Hollywood screen tests to win- 
ners, is being used to promote the 
latter. 

The new Iris campaign will run in 
August and September issues of Ken, 
Mechanix Illustrated, Popular Me- 
chanics, Popular Photography, Pop- 
ular Science and Times. Space will 
also be taken in the national editions 
of the New York Mirror and New 
York Daily News. It is expected that 
other papers will be added to the list 
when production catches up with the 
backlog of orders now on hand. 

Universal is also marketing another 
new product this month, an exposure 
meter which fits any camera and 
sells for $1.95, and this will be pro- 
moted through newspapers in 28 
cities later this month. Franklin 
Bruck Advertising Corporation has 
the Universal account. 


Schenley Shifts Brin 


Leon Brin has been appointed man- 
ager of the national convention and 
banquet bureau of Schenley Products 
Company, Inc., New York, succeeding 
Maxwell E. Fillet. He was formerly 
import advertising manager and 
more recently, assistant to Walter R. 
Greenlee, vice-president in charge of 
advertising and sales promotion. 

Wile Retires 

Allen R. Wile has retired from the 
advertising business and moved to 
Winter Haven, Fla. Mr. Wile spent 
18 years in the Chicago office of J. P 
McKinney & Son, newspaper repre- 
sentative. For the past two years 
he has been associated with Coy Glid- 
den, promotion expert of Chicago. 


Clemson Mower Bows 


Clemson Bros., Inc., Middletown, 
N. Y., manufacturer of Star hack 
saw blades, has introduced the Clem- 
son lawn mower. Color pages in five 
hardware publications will appear in 
August, and direct mail will be used 
in the fall. O. S. Tyson & Co., New 
York, is the agency. 


K&E ws Piel Account 


Kenyon & Eckhardt, 
York, is directing the 
beer campaign launched by Piel 
Brothers. The account was errone- 
ously credited to another agency in 
these columns last week. 


Inc., New 
new canned 
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CONNOISSEURS — 
HAVE MOST FUN, 
BEER COPY SAYS 


Combines Sales Talk with 
Moderation Plea 


Golden, Colo., July 21.-A campaign 
which skilfully combines sales talk 
for the product with a not too solemn 
plea for moderation in drinking has 
been launched by Adviph Coors Com 
pany in 102 daily and weekly news- 
papers of the ten Western states in 
which the company transacts busi- 
ness. In addition, a series of farmer- 
brewer advertisements will appear in 
rural papers and farm publications, 
emphasizing the importance of the 
brewing industry to agriculturists. 

The newspaper series draws an an- 
alogy between master workmen of all 
the ages and Coors lager. A typical 
piece of copy in the campaign shows 
an artist at work, “Creating a Mas- 
terpiece,” and explains: 

“A great masterpiece requires the 
knowledge, skill and experience of a | 
great genius inspired by both 
subject and his ideals. | 

“A work of art, to be truly appre: | 
ciated, must be placed in an appro- | 
priate setting, under conditions which | 
permit fullest enjoyment. 

“Coors-—-a masterpiece in 
brewing of premium 


his | 


perfect 
ingredients is | 


TE ————— = — 


UNUSUAL COVERAGE 


Circulation This Issee 60.000 


Bin | 
| 
PRACTICAL BUILDER 
A Searmel Ceweted ta the Proctwal Mrabhem= of Movidimg (onirur tors 
6 SME 0-8) a ree cam tw ce. Eastern Builder Features 
Wetoe 8 PLANNED Memes tee et Standard Material on Homes 
} 1 5 ~ . 
sr ; | 
| | 
| 


ei | 
| | 
{ 
LP 


é 5 wre Qe EE ma | 
a Syria's p Rie Bs | | 


PRACTICAL BUILDER'S 70,000 building | 
contractor readers provide manufacturers 
most direct method of contact at lowest | 
cost with largest bona fide list. (Adver- 


| 
tisement.) 


‘may be long or 


MASTERS OF SCIENCE COME TO AlD OF BDa 


With all the wonders of mod- 
ern machine methods, it takes 
a year or more to produce an 
accurate timepiece. 


The style and design of each 
may differ to meet individual 
tastes; but regardless of price 


the timepiece enhances in val- 
ue with the beauty of its case. 


Coors, thoroughly aged by the 
slower, more expensive Con- 
tinental method, fits perfectly 
into inviting surroundings — 
the home —out of doors — or 
wherever you expect the best. 

For a balanced beer that 

4s light, and absent of 


sweet or bitter tones — it's 
Coors Pilsener. 


eu ee ee es 


A Product of ADOL PH COORS Company; Go.otn, COLORADO 


S 
<a 
_ 


Coors has the largest bottling unit in the world. This equipment, with a capacity of 400 bottles per 
minute, sterilizes, scrubs with alkaline solution, fills, caps, pasteurizes, labels, 


assorts, pecks ond seals the cartons-—ALL automatically imac 


Interesting theme, layout and copy used in newspaper campaign for Coors lager. 


always” enjoyed, 
atmosphere 


especially in an 
befitting its excellence; 
it gives most pleasure when ap- 
proached with the same attitude of 
appreciation which characterizes the 
connoisseurs of fine paintings.” 


Sketch Suggests Purity 


Two interesting features of the 


| Coors copy are a pictorial signature 


and salient facts 
brewing industry, given helow 
nameplate. Bradley Lane, art 
tov of MacGruder & Co., Denver 
agency handling the account, exe- 
cuted the sketch of two bottles of 
Coors which has been incorporated 
in the signature. The bottles stand 
in a stream of water which tumbles 
down a mountainside. A _ sheaf of 
barley and hops borders the oval on 
the left, and a streamer carrying the 
legends, “Premium Ingredients,” and 
“Brewed with Rocky Mountain 
Spring Water” complete the scene. 
The copy beneath the 
short, according to 


some the 
the 


direc- 


about 


ed 


signature 


| the facts to be recited. 

bit of information given 
that “beer is about 6,000 years old. 
| In 1935, archeologists from the 
Museum of the University of Penn- 
|sylvania and the American Schools 
lof Oriental Research, excavating in 
Mesopotamia, found a seal or draw- 
|ing, baked in pottery, showing two 


readers is 


| brewery workers stirring the con- 
|tents of a brewery vat.” 
Another postscript is short and 


easy to digest: “In 1937, the brewing 
industry employed 46,682 wage earn- 
ers, with an average weekly pay of 
| more than $35 per week.” 

Mr. recently completed a 
| little test in his home town to insure 
ithat his product be sold under the 
|conditions favored by the majority 
|of the residents. He found less than 
1 per cent of the local taverns abus- 
|ing the confidence of the towns- 
| people, and soon induced this small 
| minority to cease questionable prac- 
tices, rather than risk the danger of 
| toning their licenses. 


Coors 


“NO ONE NEEDS TO “CATCH UP” ON ADVERTISING AGE READING. NEWSPAPER STYLE BRINGS INFORMATION WITHOUT WASTE EFFORT. 


A three-line | 


ALLOW 5% FOR 
EXPLOITATION, 
CONNAH PLEADS 


Says Effort Hastens Radio 
Listeners’ Interest 


New York, July 21.—-Taking sharp 
issue with advertisers who contend 
that every medium should stand on 
| its own feet, and produce without | 
| “babying,” Douglas Duff Connah, | 
radio and publicity director, James 
A. Greene & Co., New York agency, 
pleads for a reasonable appropriation 
for exploitation and publicity in his 
new book, “How to Build a Radio 
Audience.” The volume has just been 
published by Harper & Brothers. 

If a radio program has merit, Mr. 


Connah contends, it will attract a 
wide following with the passage of 
| time. 


|speeds up this process and provides 
| 


Judicious publicity, provides 


it with a large audience more| 
| quickly than the program could hope 
to win without support. 
| “The best possible program,” said 
lhe, “left to its own devices, may not | 
| get the number of listeners that can 
be secured by a merely good one that 
makes the most of all opportunities 
‘to build an audience. A good pro- 
| gram unpromoted may not do so well 
as a mediocre one that is vigorously | 
| promoted. 


Value of Competition 


“And what of two top-appeal pro- 
grams broadcast at the same time? 
If both go in for vigorous promotion, 
| would that be waste effort, the old 
story of the irresistible force and the | 
immovable object? Decidedly not. 
|One might take listeners away from 
| the other and vice versa, but extra 
promotional push would build an 
even greater audience, bringing to 
each program a large number of new 
listeners.” 

Mr. Connah 
newspaper 
build 


not only 
advertising designed to 
audiences for the radio pro- 
gram, but approves the policy of a 
few advertisers, such as Maxwell 
House coffee, and to a lesser degree, | 
Jell-O, of featuring their radio stars | 
in virtually all publication advertis- | 
ing. 

| “A number of advertisers have | 
built extremely effective product ad- | 
|vertisements around the stars of 
| their radio programs,” he says. “In| 
that way they have been able to ac-| 
complish the dual objective of creat- | 
|ing product advertisements of high 
l/appeal and of gaining added atten- | 
,tion for their program stars. 


applauds | 


Describes Effective Tieups 


| 
| 
| oo 
| 


Iwo examples stand out. The fa- 
miliar Maxwell House coffee maga- 
zine and poster advertisements in 
a: featuring Lanny Ross and/| 
‘other ‘Show Boat’ headliners in the | 
jact of enjoying steaming cups of | 
| Maxwell House; and_ the | 


oO 
women’s magazine advertisements, 
which have featured Jack Benny and | 
his wife, Mary Livingstone, stars ot} 

| 


| the Jell-O program, in home-life strip- 
‘type color advertisements about their 
| household adventures with Jell-O. 

| “Certainly there is high copy ap- 
peal in the big-name personalities of 
the air. Lanny Ross drinking Max- | 
| well House coffee will draw more 


|}notice than just any good-looking 
|} young fellow drinking it. The do- 
mestic incident centered around 


Jell-O has much more meaning when | 
the drama involves Jack and Mary | 
Benny than when it involves Jack | 
and Mary Jones, imaginary onetienn| 
of an artist’s pen.” 


Patterson in New Post 

Dale C. Patterson has been ap-| 
| pointed publisher of Florida Realty | 
Journal, trade paper for Florida State 
| Realty Association, effective with the | 
| October issue. Mr. Patterson will} 
| leave his present post as assistant | 
| classified advertising manager of | 
| New York Herald Tribune about Aug. | 
begin his new duties at Or- 


20 to 
lando 


| cated. 


| cago, has been appointed by United 


ee 


AT WESTERN CONCLAVE 


Harvey C. Kendall (left), business man. 


ager, The Rotarian, poses at recent 
Rotary International convention in San 
Francisco with Dr. Walter B. Pitkin, psy. 
chologist and Farm Journal contributor, 


Promotion for 
Home Building 
Gains Support 


Chicago, July 21.—Building Supply 
News and Practical Builder reported 
today that 42 organizations have 
ordered its “Smart People Build be- 


fore a Boom” series of advertise. 
ments. Many of these are news- 
papers, which are promoting the 


campaign in their 
munities. 

The six advertisements, designed 
originally for use of dealers and con- 
tractors, consist of 84 lines on two 
columns, emphasizing that building 
costs today are lower than ten years 
ago, and in view of the predicted 
wave of construction, far lower than 
they will be a year hence. 

One piece of copy says that a home | 
can be owned for less than a dollar 
a day; another describes the sim- 
plicity of building, in spite of the 
numerous criticisms of the industry 
for making its processes so compli- 9 


respective com- 


The 


series 


publisher will issue a new 
of six advertisements in the 
near future, giving more reasons why 
prospective builders should _ seize 
time by the forelock. 


Ellis for Biscuits 
Sherman K. Ellis & Co., Ine., Chi- 


Biscuit Company, Chicago, to handle 
the advertising of Sawyer Biscuit 
Division, Chicago, and Quality Bis- 
cuit Division, Milwaukee. This ap- 
pointment does not affect United Bis- 
cuit advertising in other markets. 


Danvers Gets Three 


Danvers & Trunk Advertising, Den 
ver, has been appointed to handle the 
accounts of Story Gate Company for 
Story Farm Gates; Adjusto Trailers, 
Inc., for the Trailwagon; and Bettis 
Snodgrass, Inc., for Napoleon dog 
food. 


GOING UP! 


From a press run of 
1,000 copies in 1933 
To 60,006 " " 1938 


(Summer Issue) 


Member of the A.B.C. and N.P.A. 
7 

WOMEN is the first and only phote- 

graphically illustrated consumer mag- 

azine that deals exclusively with the 

latest hair styles and facial beauty: 


READ BY MILLIONS 
FROM COAST TO COAST 
Fall Issue to close August 25th 

For advertising space write 


CAPITAINE PUBLISHING CO- 
45 W. 45TH ST., NEW YORK, N. ¥- 
— 
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ADVERTISING AGE 19 


July 25, 1938 


The Philadelphia Ingnirer 


ANNOUNCES THE 
APPOINTMENT 
EFFECTIVE JULY 25 


OF 


OSBORN, SCOLARO, MEEKER 


k& COMPANY 
270 MADISON AVE. 


AS ITS ADVERTISING REPRESENTATIVE IN 


NEW YORK CHY 


and the New England Territory 


OSBORN, SCOLARO, MEEKER & CO. 
HAS FOR THE LAST SEVERAL YEARS 
REPRESENTED THE PHILADELPHIA 
INQUIRER IN CHICAGO, DETROIT and 
ST. LOUIS. THEY WILL CONTINUE 
THAT REPRESENTATION ..... . 


THE NEW YORK OFFICE OF THE 
PHILADELPHIA INQUIRER 
AT 60 E. 42ND ST., NEW YORK CITY 
WILL BE DISCONTINUED AFTER 
JULY 23, 1938 
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July 25, 1938 


MARKETERS FROM | commen in 
ABROAD LOOK TO [imme i 


| 


BOSTON MEETING 


Distribution Conference in 
Tenth Year 


Boston, July 20.—With interna- 
tional problems becoming more com- 
plex, the Tenth Boston Conference on 
Distribution to be held here Sept. 26 


and 27 will have as its central 
theme: “World Aspects of Distribu-| 
tion.” As a secondary theme, “Dis- 


: . ” 
tribution at the Crossroads,” has been | 


chosen in an effort to clarify present | 
distribution problems between the | 
world’s nations and to help set up a | 
more solid foundation for future de-| 
velopment of international distribu- Bloomfield 
tion, Daniel Bloomfield, founder and == == -— 
director of the conference, told AD | problems in their home countries 
VERTISING AGE. Dr. H. Pasdermadjian, 
More than 50 European executives | retary, International Association of 
are planning to attend the conference | Department Stores, Paris, will dis- 
which will feature speakers from al-| cuss changes and developments in the 
most all leading nations of Europe.| Kuropean distribution. 
A special session to discuss the pos- “The 
sibilities of a world census of distri- 


Daniel 


general sec- 


Movement for 


Packaging in Europe” will be the} 

bution will be held. theme of an address by John Ryan, 
setae sales rer, Met 30x Comp: 

World Census a Possibility sales manager, Metal Box mpany, 

Ltd., London. Two other Londoners 


“This meeting will be held for the 
purpose of bringing European and 
American business closer together. It 
is one of the most significant chap- 


are Mrs. C. R. Taylor, editor, Trans- 
port Management, and Harold White- 
head, business consultant, who will 


ters in the history of distribution,” | talk on the development of marketing 
Mr. Bloomfield said. | boards in England. 

“At present the Irish Free State is| American colleges will be repre- 
the only European country having a|sented by Dr. John M. Cassels of | 
census of distribution. If we can| | Stephens College, Columbia, Mo.; 
send European business leaders back|Dr. M. T. Copeland, and Professor 
to their own countries with the idea|Malecom P. MeNair, both of Har- 
of developing a census of distribution | vard University. Ralph McA. In- 
in their own countries, exchange of | gersoll, publisher of Time, will 


information between world markets | have for his subject “The Distribu- 


will be simplified and a resultant in-|tion of Information,” while Dr. 
crease of importing and exporting | George Gallup will discuss “Measur- 
will be brought about,” he added. |}ing Public Opinion.” 

F. Seam Lemass, Minister for In- Other speakers include Mrs. Hor- 
dustry and Commerce for Ireland,| tense W. Odlum, president Bonwit 
will preside at this meeting. | Teller, New York; L. J. Schumaker, 

In view of the many international | president, American Bakers Associa- 
trade pacts now in process of pro-|tion; Hector Lazo, executive vice- 
mulgation the governments of Europe | president, Cooperative Food Distrib- 
are taking an active interest in the|utors of America; Dr. Willard L. 
conference, according to Mr. Bloom-| Thorpe, director of economic re- 
field. As in former years a world-| search, Dun and Bradstreet, Inc.; Q. 
wide broadcasting of proceedings will | Forrest Walker, economist, R. H. 
be in effect with WIXAL as the| Macy & Co.; and Dr. Henry C. Link, 
broadcasting station. The Psychological Corporation. Dr. 

Speakers at the conference will in-| Isidor Lubin, Dr. Edward L. Lloyd, 
clude Lord Leverhume, governor,! Dr. Vergil D. Reed and A. B. Gun- 
Lever Brothers, Ltd., London, Eng-| narson will discuss the activities of 
land; N. Baliol Seott, research and|the United States Government in the 
planning manager, Harrods, Ltd.,| field of distribution. 

London; and Henri Fayol, sales man- In accordance with the usual cus 
ager, Davum Company, Paris. tom of the conference, P. A. O'Connell, 

Dr. H. M. Spitzer, director, Wirt-| president, Retail Trade Board, will 
schaftspsychologische Forschung-,| preside. The conference is open to 
stelle, Vienna: Anders Hedberg, | all business executives in the United 
Stockholm, Dr. Julius Hirsch, Copen- States and details can be obtained 
hagen, and G. Holmquist of Stock-| from Daniel Bloomfield, 80 Federal 
holm, will speak on distribution | street, Boston. 


j t ry y j 
‘ | ‘ ‘ if ‘ t x r ini lr x . 
t! 1femé 1 ne k, eit! e pads iT 
J n emt t t idest bje rtte f *h publicat 
ed { ubr of pri chose orda 


1 given nqui ry 


H. ARMSTRONG ROBERTS 
4202 Locust Street, Philadelphia, Pa. 


Branch offices serving the following cities: 
Graybar Building. New York City 201 North Wells Street. 


Chicago 
244 Washington Street. Boston 


Modernized | 


scheduled to speak on the program | 


‘Moxie Launches 
Comeback with 
Single Price 


Boston, July 20.—Moxie, almost 
deleted from the merchandising scene 
by its wide employment as a loss 
leader, is starting a comeback with 
|a standardized price of 15 cents a 
| bottle under fair trade laws. The 
| figure named is not only the mini- 
|}mum price, but the only price, if the 
| company has its way. A single large 
; size will help in eliminating price 
juggling. 

Boston and ten other New England 
cities have been selected as the locale 
for newspaper advertising designed 
to restore the demand for Moxie, and 
distribution fences have been patched 
to make the drink available wherever 
it may be sought. The Boston Post, 
Herald-Traveler, Globe and American- 
Record are being used locally. For 
the present, at least, copy will be 
placed direct, the Moxie Company de- 
siring to supervise every step in the 
|/new campaign. 

While striving to restore the pres- 
tige of its former color bearer, the 
company is entering the lists with a 
new product, Pureoxia supercharged 
club soda. Advertising results are be- 
|ing tested in Boston and the resort 
|}section of Cape Cod. The Pureoxia 
| bottle was designed by R. E. Dudley, 
| Moxie advertising manager. Draw- 
ings were made by Arthur S. Allen, 
New York artist. 


Picture Page 
Employed As 


New York, July 20. 
advertising in which the sales 
|sage is contained in picture 


York Post. 


cupies a full page, 

models. 
The 

scheme 


Post expects to continue 
on a once-a-week basis. 
50 contracts have signed 
line rate of 
higher 


been at 
than the paper’s regular 
rate, Charles Goldman, 
merly promoted the plan on the 
troit Free Press, is in charge here. 

Slugged “Advertisement” t 
times across the top of the page 
tures are of varying sizes. 
manufacturers, three schools, 
ier, a Camera shop, a 
cialty shop, and a bank were 
itial advertisers. 
|their services for 


the publicity. 


Brust Starts Agency 


| in Evansville, Ind. 


Copy Vehicle 


Newspaper 
mes- 
captions 
has been introduced here by the New 
Headed “Pictorial High- 
lights of New York,” the feature oc- 
with celebrities as 


the 
About 
a 
50 cents, which is slightly 
line 
who  for- 
De- | 


nree 
, pic- 
Four 
a cloth- 
women's spe- 
the in- 
Celebrities donate 


R. B. Brust, formerly in the adver- 
tising department of Geo. L. Mesker 
& Co., steel, has opened an adver- 
| tising agency in Evansville, Ind., at 
| 216 Vine street. The telephone 
number is 2-4091. | 

William H. Blackburn is art di- 


rector, 


Strip Act Advertised 


metropolitan 
ments timed 
} ana titled “Strip 
|} sow, Kahn & 


newspaper 


Act, 
New 


Co., 


York. 


Hill Mes rae Post 


Weston Hill 
president of 
Miami. He 
Smith, French & Dorrance, 
York 


has been 
Loomis & Hall, 


R-J Gets Hendryx 


Andrew B. 
Haven, 
has 
Ine 


Hendryx Company 
manufacturer of bird 
appointed Redfield 


. New York, as agency. 


Croll in New Post 
Sherman K. Ellis & Co., 
York, has named George 
| rector He was 
| Walter Thompson 
| York 


Ine., 


formerly 
Company, 


Dawson's Cream, hair remover 
made by Cranwell Sales Company, 
New York, is featured in a series o 


f 


advertise- | 
to the bathing season, | 
" through Gus- 


named vice- 
Inc., 
was formerly with Brooke, 
° New 


, New 
cages, 


- Johnstone 


New 
Croll art di- 
with J. 
New 


—= 


NEW BEVERAGE BOTH SMART AND SUPERCHARGED 


IT'S SU PERCHARGED! | 


For today's refreshment, at your Club, 


the best hotels, or in your own home 
—double the pleasure of each cold 
drink by using Supercharged Pure- 
oxia—the Club Soda in the handsome 
new ribbed bottle. 

Supercharged means bubbling, spark- 
ling life to the very last sip . . dis- 
tinctively a Pureoxia process. 

Ask your dealer 


charged Club 
Soda; you, too, 
will like it. 


TMT 


9 SAZES 1 PT 12 O21 —12 OFZ —-6 OF 
PURLOLIA BEVERAGES: PALE ORY AND GOLDEN GINGER ALE, CLUB SODA, ORANGE. ORAPE, LEMON LIME SARSAPAMELA, BIRCH BEEP ROOT BEER, Lime LITHIA 


prooucrs of Tae Moxir Company 


Introductory copy being employed in Moxie's Drive for Pureoxia. 


| Distribution, 


| JWT Names Paulson 


T. Russell Paulson 
| pointed manager of the St. Louis of- 
fice of J. Walter Thompson Company, 
succeeding Fred H. Fidler, who has 
been transferred to the New York 
office. 


Coming 
Conventions 


Aug. 8-11. Annual convention, 
tional Association of Better 
Bureaus, Ine. 


has been ap- 


Account to Hatchine 
Hutchins 


Na- 
Business | 
, Grand Hotel, Mackinac 


Advertising 
Island, Mich. 


Company, 


Rochester, N. Y., has been appointed 
advertising agency for Snow - Proof 
Aug. 14-17. Annual convention, |Company, Middletown, N. Y., manu- 
International Association of Printing | facturer of Snow-Proof leather pre- 
House Craftsmen, Boston. | server. 
Aug. 16-19. Annual conventio 
National Sign Association yo noed Gets Clark Vaults : 
ae i sl —* : Stockton-West-Burkhart, Inc., Cin- 
Hotel, Chicago. 


cinnati, has been appointed to handle 
the 


Sept. 12-16. Seml - account of The Clark Grave 
“a Premium pence yotonig poesia [Vault ee, Caen. a 
eit ——. = ? | Hughes is account executive. 

tion, Hotel Astor, New York. - 

Sept. 16-18. Annual convention, | Issues Primer 
Continental Agency Network, Chi-| Wadsworth & Woodman Company, 
cago. | Winthrop, Me., has issued an_ illus- 

| trated primer, entitled “The Story of 

Sept. 18-21. Annual convention,| Oil Cloth,” for dealers. The company 
Mail Advertising Service Association, | manufactures Pine Tree oil cloth. 


Hotel Statler, Detroit. 


Douglas Brewer Named 


Sept. 19-20. Southern Newspaper | sig 
Mechanical Conference, Biltmore Ho | D. Douglas Brewer, advertising 
tel, Atlanta. | manager of Ciba Pharmaceutical 

: iets Products, Inc., has been named presi- 

Sept. 19-23. Seventh International dent of the Pharmaceutical Advertis- 
Management Congress, Washington, ing Directors’ ¢ tub of New York. 
D.C. 


| Kudner Adds Luce 


Yo 2 9: > 
Sept. 3. Leonard Luce, formerly member of 


Annual conference, 


National Saductoiel Advertisers As-|the art staff of MeCann-Erickson, 
sociation, Hotel Statler, Cleveland. Inc., New York, has joined Arthur 
Kudner, Inc., as associate art direc: 


Sept. 26-27. Boston Conference on tor. 


Hotel Statler. 


Sept. 28-30. Annual 
Direct Mail Advertising 


Stevens Hotel, Chicago. 


‘ | 
convention, 
Association, | 


Sept. 28-Oct. 1. Annual conven- 
tion, Association of National Adver- 
|tisers, The Homestead, Hot Springs, 
la. 
Oct. 4-5. Annual meeting, National 
Publishers Association, Skytop 
Lodge, Skytop, Pa. 
Oct. 8-9. Annual convention, Na- 
tional Advertising Agency Network, NO OT HER 
Washington, D. ¢ 
Oct. 10-14. Annual convention, Na- ey MEDIUM . 
tional Association of Retail Drug- 
gists, Hotel Sherman, Chicago 
Oct. 18-19. Fall convention, Inland 
Daily Press Association, Hotel Sher- 
man, Chicago. 
Oct. 20-21. Annual meeting, Audit 


“THE sib wis? 
wate! FARM PAPERS 
tion, Financial Advertisers Associa- 
| tion, Fort Worth, Tex The Farmer. St a 
Wallaces’ Farmer 
Dec. 27-30. Annual convention, boy 


Bureau of Circulations, Chicago. 


Nebraska Fermeuiturist a°¢ 


American Marketing Association, Farmer 


troit. 
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. - -— —— “ec 4 >? bd . | . ie 
| | Inquirer” Appoints Apex Has New Service New Trade Division 
STA | Golden Gate Fair Osborn, Scolaro, Meeker & Co., rep- Apex Film Laboratories, New York,| Harry Singer, advertising director, 
|| resentative of the Philadelphia In-|is promoting a new service making} Simplicity’s Prevue Magazine, New 
Adapts New York Idea || quirer in Chicago, Detroit and St.|available quantity duplication in| York, has announced the formation 
T F San Francisco, July 21.— | Louis, has been named by the paper color of movie and slide films used of a trade relations division with 
; Scooped by New York’s idea | for the New York City and New Eng-|in sales promotion and sales educa-| Harold J. Tobin, formerly district 
of advertising its 1939 expo- | land territory. The Inquirer's New|tion work. Trade publications will| sales manager, Pepsodent Company, 


> 1) York office has been discontinued. be used. Frank Kiernan & Co., New| Chicago, in charge of Chicago opera- 
sition by automobile license York, is the agency tions. 
plates, the management of seca inm as caaiiecsilaly en 


| a 
the 1939 Golden Cate Interna- | ° ° ° ° 
inash Sanectied toler eil- | Dal-A-No to Westheimer Plan Menu Displays Appoints Metropolitan 
‘ A | laborated with the San Fran- | Westheimer & Co., St. Louis, has Three displays, of newspaper ad- Gibson Corporation, Long Island 
Food Advertisers na yze cisco-Oakland Bay Bridge au- || been appointed to handle the adver-| vertising, menus and restaurant pho-| home builder, has appointed Metro- 
thorities to counter with wind- tising of Dal-A-No, cream deodorant | tographs, will be features of the 20th politan Advertising Company, New 


le 
ye 


8- 


of 


al 
‘i- 


} tate careful handling of premiums, 


' forbids the manufacturer to make a 
_ deceptive presentation of value. A 


/ be packed with the product, since 
' the larger package would probably 


gestions will prove useful in ex- 


Federal Act 


Chicago, July 20.—The chemist 
should be given a place in the ad- 
yertising councils of food, drug and 
cosmetic manufacturers, Charles 
Wesley Dunn, general counsel, As- 
sociated Grocery Manufacturers of 
America, told Middle Western mem- | 
bers at a meeting at the Palmer 
House today, called to consider the 
effect of the new food and drug law 
and the Wheeler-Lea amendment to 
the Federal Trade Commission Act. 

Paul S. Willis, who presided as 
president of the association, said 
that the AGM will not only appoint | 
a chemists’ committee to deal with 
problems arising under this new 
legislation, but will also anticipate 
distributors’ requests for a guarantee 
of compliance with the law by pre- 
paring a model form for manufac- 
turers’ use. 

The scientific viewpoint of the 
chemist, more likely to represent the 
viewpoint of the food and drug ad- 
ministration than the tinted glasses 
through which the advertising man- 
ager views the world, will prove in- 
valuable in toning copy down to con- 
form with the new food and drug 
act, Mr. Dunn believes. “If you 
haven’t got a capable chemist in 
your organization, get one,” he ad- 
vised the food manufacturers. 


Effect on Premiums 


The food and drug act will necessi- 


Mr. Dunn said, since the new law 
cup and saucer, for instance, cannot 


mislead the consumer. Most pre- 
miums should be packed separately. 

Mr. Dunn advised all manufactur- 
ers immediately concerned with the 
new law to take the initiative in pro- | 
posing standards to the food and 
drug administration. Whether or not 
these standards meet with the ap- 
proval of the administration, the sug- 


pounding the trade viewpoint. 
The attorney said that the pro-| 
vision that the government shall | 
divide with the manufacturer any | 
sample upon which a complaint is | 
based assures the latter a fair deal. 
He advised his audience to secure 
outside analysis in such cases, rather | 
than rely upon the plant laboratory. | 
Evidence of a disinterested third 
party weighs more heavily in court 
han that of the defendant's own or- 
fanization, he said. | 

Though admitting that the section | 
f the law requiring manufacturers | 
fnew drugs to secure a permit for 
listribution from the Secretary of 


shield stickers advertising the 
two institutions. 

The colorful stickers are 
being distributed to  out-of- 
state cars at the rate of 1,000 
a day and the publicists esti- 
mate that at the end of 1938 
190,000 automobiles will be 
carrying the advertisement. 


manufactured 
Ine., Paris, Tenn. 
Inc., handles the rest of the account.! Chicago, Oct. 3-7. 


Golden Peacock,| annual convention of the National! York, as advertising and sales coun- 
Ruthrauff & Ryan,} Restaurant Association to be held in | sel. Peter J. McKenna, executive 


| vice-president, is account executive. 


ment of Commerce about Oct. 1, with 
public hearings to follow. 

The new law, Mr. Dunn pointed 
out, does not forbid harmless trade 
puffery, the legitimacy of which has 
been upheld by the Supreme Court 
of the United States. Such expres- 
sions as “Everybody likes pancakes” 
will not cause their authors to be 
thrown into jail. On the other hand, 
he said his recent experiences in the 
courts have convinced him _ that 
manufacturers cannot rely too much 
on liberal interpretations, and every 
member of the food, drug and cos- 
metic industries should immediately 
take steps to protect himself against 
unwitting infringement. 


Linage Totals 
in Newspapers 
Down in June 


New York, July 21.—Total display 
advertising last month amounted to 
77,187,671 lines, a decline of 19.6 per 
cent from the 95,986,462 lines car- 
ried by newspapers of 52 cities in 
June, 1937, Media Records, Inc., re- 
ported today. The loss in total dis- 
play for the first six months of this 
year as compared with last was 15.9 
per cent. 

Automotive linage showed the 
largest decline both for June and 
for the six months. Only 4,340,035 
lines of automotive copy appeared 
in the 52 newspapers last month, a 
loss of 40.8 per cent from the 7,- 
332,243 lines in June, 1937. The six 
months’ record for automotive is 
not quite as bad, the loss for the 
first half of 1938, compared with 
1937, being 29.9 per cent. 


National Linage Off 


General advertising in newspa- 
pers also declined sharply during 
June, although linage did not sink to 
the depths reached during the de- 
pression. Last month’s volume 
amounted to 16,252,524 lines, com- 
pared with 22,774,952 in June, 1937, 
the current loss being 28.6 per cent. 
For the first half of the year, the 
decline was 26.3 per cent. 

Financial volume last month, al- 
though slightly above May and 
April of this year, remained 24.6 per 
cent below June, 1937. Total last 
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World’s Largest Surface Copper Mine 


Resumes Operation 


There’s a copper-color luster to the bright-spot-news of the month, 
as Utah Copper Company announces reopening of its mammoth 
mine near Salt Lake City. Scheduled to take place on or about 
August 1, this resumption of activity will put nearly 3000 men 
back to work in mine and mills. 


On top of that comes a report of bumper crops throughout Utah 
and Idaho, the heart of the extensive Salt Lake Market Area. 


Business is good—fall forecasts are brighter. There’ll be many 
a sale for many a product initiated through the columns of The 
Salt Lake Tribune-Telegram . . . the one metropolitan newspaper 


ee 
\griculture is justified by recent| nin was 1.556.240 lines. Loss in medium substantially serving this rich, responsive, able-to-buy a 
mo jas 900,2 8. 4 si - i 
eve g a: swh<« ’ ° . “ = ° 
ents, Mr. Dunn was somewhat) i, fnancial classification for the market. It’s a natural “A” schedule set-up for sales-seeking 


pessimistic over the prospect. He | 
‘ok the position that the time re- | 
luired to get new medical com- 
beunds, such as insulin, to suffering | 
humanity, is likely to be greatly ex- | 
‘ended under this provision, regard: | 
*88 of the good intentions of the | 
‘dministration. 


Hearings in Fall 


Re~ hecking of labels to determine 
‘efinitely that they comply with the 
amended food and drug law is es- 
“ential, Mr. Dunn asserted. Though 
ie Rew law does not become fully 
~ €Ctive until June 25, 1939, he urged 
“anufacturers to familiarize them- | 
vee immediately with all of its | 
“visions, since tentative regula- | 
“08 will be issued by the Depart- | 


first six months this year was also 
24.6 per cent. 

Retail linage held up fairly well, 
the 55,038,872 lines published in June 
being only 13.8 per cent below the 
63,814,308 carried in June, 1937. De- 
partment store advertising, which is 


| included in the foregoing figure, made 


an even better showing when con- 
sidered separately, with a June loss 
of only 11.0 per cent. Department 
store linage last month was 23,310,- 
529; in June, 1937, 26,198,040. 

Retail advertising for the first six 
months declined 10.7 per cent, while 
the luss in department store linage 
for that period was only 7.8 per 
cent. This is the best record made 
by any newspaper classification thus 
far in 1938. 


GIBBONS KNOWS CANADA 


J. J. GIBBONS LIMITED - ADVERTISING AGENTS 


The Salt Lake Tribune | 


MORNING AND SUNDAY 


REYNOLDS-FITZGERALD, INC. 


advertisers. 


ONE | 
UNIFIED 
*BIG CITY 


EVENING ONLY 


National Representatives: Color Representatives: 


Salt Lake Telegram 


Member, ASSOCIATED WEEKLY 
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ADVERTISING AGE 


July 25, 1938 


INSULL SHAPED 
UTILITY POLICY | 
ON ADVERTISING 


Was Staunch Exponent of 
Power of Promotion 


Chicago, July 19.—The advertising 
philosophy of Samuel Insull, who 
built a personal fortune of 100 mil- 
lion dollars while creating his elec- 
trical empire, and who died suddenly 
in Paris last Saturday with 80 cents 
in his pocket, was shaped by Wil- 
liam D. McJunkin, veteran head of 
McJunkin Advertising Company. In- 
suli, in turn, became an advertising 
enthusiast, and at every opportunity 
cast his powerful vote for consistent 
advertising by the industry, thus 
policies of the 
its formative 


helping to mold the 
utility 
years. 

A little social gathering in Chicago 
in 1906 became of vast portent to ad- 
vertising. 


field during 


Among those present were 


PRINTING 


EXECUTIVE 


@ We have in mind the $5,000 
executive who spent three days 
of his own time and that of five 
printers, getting estimates on the 
placing of a $200 order...The 
low bidder got the job, but the 
engravings were delayed, the 
composition had to be re-set, 
and two cuts were transposed. 
The $5,000 man has been “on 
the carpet” three times explain- 
ing matters...Plenty of valuable 
energy wasted over mistakes... 
It is our business to help buyers 
save TIME, ENERGY and MONEY... 
We know printing, engraving 
and typography, backward, for- 
ward, up and down... we do it 
every day... Faithorn service 
and prices must be reasonable; 
or we wouldn't be serving so 
many important accounts. Try us! 


Exceptionally well fitted to submit ideas, 
make layouts, prepare sketches and draw- 
ings—through every step of production. 


This full page 
advertisement 
for Martha 
Weathered 
appeared in 

Harper's Bazaar. | -——-—- 
It was prepared 


by Faithorn. = == 


ALWAYS 
THE FINEST AT FAITHORN 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all 
but all are here 


Ma ha aK vathe wd 


or 


just as you wish, 
, Teady to serve you... 
Speed, economy and satisfaction assured. 


FAITHORN 


CORPORATION 


Telephone Wabash 7820 
$04 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 


| 


tion 
| volume substantially among the other 


Mr. McJunkin, who had recently re- 
linguished his post as advertising 
manager of a Chicago department 
store to form his own agency, and 
|Charles Holmes, English purchasing 
|agent of the two youthful Insull com- 
| panies. The two left the party to- 
gether and Mr. McJunkin asked his 


companion what business he was in. | 


Holmes told him, and the advertising 
agent asked him whom to see to 
garner the appropriation. The pur- 
chasing agent invited his new friend 
to visit him the next day. McJunkin 
accepted and was introduced to the 
then vigorous Insull. 


Insull Gets Sermon 


Insull knew little 
ing, but he had a keen, 
mind. 

“I enjoy a monopoly in Chicago,” 
he told McJunkin. “Tell me just why 
I should advertise.” 

This was a fine opportunity, and 
McJunkin did not allow it to pass by. 


about advertis- 
receptive 


He pointed out that the public knew | 
very little about electricity, and that | 


it did not fully realize its blessings. 
By advertising the use of better | 
illumination in ordinary places, the 
use of electric lamps in closets and | 
other out-of-the-way spots, and by | 
emphasizing the value of the the n| 
somewhat limited line of electrical | 
appliances, Insull could not only help 
convert the 35 per cent of the popula- 
still incredulous, but increase 


cent. 

Insull asked when all of this 
should be done, and McJunkin ad- 
vised him to wait until his pending | 
merger of the Chicago Edison Com- 


65 per 


pany and the Commonwealth Electric | 


Company should have been com- 
pleted, on the ground that any im- 
mediate increase in the somewhat | 
lackadaisical copy of the two com- | 
panies would be misconstrued. 

A year later, Insull sent for Mec- 
Junkin and gave him the go-ahead 
signal with a budget which was re- 


garded as enormous in those days, 
though commonplace in 1938. Me- 


Junkin then proceeded with the plan 
to sell electric current in the same 
way that he would have merchan- 
dised any other product. At the end 
of one year, he had a 66 per cent 
gain in new business to show 
his work. 


Spreading the Gospel 


for | 


space in leading dailies, not only 
of the United States, but in Paris, 
London and Edinburgh. 

“T’ll take care of it,” said Mr. Me- 
Junkin and had the pleasure of see- 
ing his client’s eyes open wide. 
how he was to do it, 
| self didn’t know. 


McJunkin him- 
However, the copy 
appeared as scheduled in next morn- 
ing’s papers in all of the cities 
named. The feat was made possible 
by the fact that the New York Herald 
Tribune had a private cable to Paris 
where it publishes its famous Paris 
edition. The copy was cabled to 
Paris, thence wired to London and 
Edinburgh and appeared in due 
course with remarkable fidelity to 
instruction. Mr. McJunkin reports 
that only one error was made, that 
being in a preposition. 

The cable and telegraph cost of 
|this experiment in speed was $4,500. 
| This compared with a total space 
cost of $10,000. 


Had Only One Agent 


The Insull appropriation grew to 
about $1,000,000 a year and advertis- 
ing agents did not neglect to do some 


| spading in an effort to transfer this 


to their own orchards. 
adamant on this score, 
however. He warned all and sundry 
that he regarded McJunkin Adver- 
tising Company as a part of his own 
organization and that whosoever at- 
tempted to excise it was interfering 
| with the affairs of the Commonwealth 
| Edison Company. 

After the crash 
}eventually sucked 
|abyss, the one-time utility magnate 
|}made a brave effort to come back. 
It was his belief in the power of ad- 
| vertising which induced him to 
select the broadcasting field as his 
|new medium. He formed Affiliated 
Broadcasting Company in the closing 
days of 1935, to hook up small-town 
markets. He signed some 20 sta- 
tions, but after a year of futile effort 
to convince national advertisers of 
the necessity of reaching the special 
field he had mapped out, was forced 
to abandon the project. 


juicy plum 
Insull was 


of 1929, which 
Insull into the 


COL. WEBB, OKLAHOMA 


NEWSPAPERMAN, TAKEN 
Oklahoma City, July 19.—Col. An- 
|derson A. Webb, early-day Oklahoma 


Just | 


| newspaperman, died yesterday at his | 


: | home here after a long illness. He 

Insull pondered this result at pecs | was 71 years of age. 
length, and then reciprocated with | Col. Webb began his newspaper 
his own idea. Calling McJunkin into | career as a reporter on newspapers 


his presence, he commanded the ad- 
vertising man to do for the entire in- 
dustry what he had accomplished for 
the Chicago company. At the time, 
Insull put the proposition in an en- 
tirely selfish light. 

“The only thing you can count on 
is change,” he said. “If companies 
in other cities would do as good a 
selling job as we are doing, our work 
would be vastly expedited through 
the constant emigration of families 
into Chicago from other cities.” 

Thus McJunkin Advertising Com- 
pany launched a syndicated advertis- 
ing service for the electric field. Even 
then, the trend toward formation of 
holding companies had begun and 
with the endorsement of Insull to 
gain audiences with the men at the 
top of these companies, McJunkin 
found it simple to sell the new idea. 
At one time, no fewer than 1,000 com- 
panies subscribed to the McJunkin 
service, not only using its copy, but 
soaking up ideas and a basic phil- 
osophy of advertising from its pages. 

When Insull gained control of the 
People’s Gas Light & Coke Company, 
he told McJunkin to repeat his 
achievements for the gas industry. 
Thus was born a new syndicated 
service for the gas utility field. 

Insull was not above doing a little 
preaching of advertising himself. At 
the conventions of the utility indus- 
try in Atlantic City and New York, 
he took the rostrum on countless oc- 
casions to urge his audience to adopt 
an intelligent advertising policy and 
stay with it. He pictured advertis- 
ing an indispensable tool which 
every company with something to 
sell should use faithfully. 


as 


Long Distance Promotion 


On June 30, 1912, Mr. Insull called 
his advertising agent to his office 


land told him he was anxious to run 


the next 
half-page 


a financial 
day, the 


announcement 
first of July, in 


in Ashland and Greenup, 
and made the 
1889. 
and a Washington hand press, he 
established his first newspaper in| 
Russell, Okla., in 1901, and two years 
later 
crat, Muskogee, Okla. 


Ky., and 
run into Oklahoma in 


WELL-KNOWN ALBANY 


AGENCY MAN TAKEN 


Albany, N. Y., July 19.—George 
Spencer De Rouville, 63, president of 
De Rouville Agency, died at Albany 
Hospital here Sunday following an 
operation. 

An advertising man for many 
years, he served as advertising man- 
ager of Cottrell & Leonard store and 
| in 1919 organized his own agency. He 
was active in Albany civic affairs. A 
widow and two stepdaughters sur- 
vive. 


VETERAN ‘TIMES- STAR’ 


Moses 
last De- 
of 


Cincinnati, July 19. 
Strauss, who retired 
| cember managing editor 
| Cincinnati Times-Star after 
than 40 years of service, died here 
last week. He had been in failing 
health for more than a year. 

Mr. Strauss worked on the 
cinnati Post and Enquirer in 
early nineties and returned to 
Times-Star in 1901. He was the 
author of “What's the News” and 
“Newspaper Practice in a Changing 
World.” 


65, 


as 


the 
the 


INDIANA PUBLISHER DIES 

Terre Haute, Ind., July 18.—Wil- 
son Naylor Cox, 62, co-publisher of 
the Tribune-Star and financial and 
business leader here, died here at 
| Union Hospital. He was president 
}of the Terre Haute First National 


EDITOR DIES IN OHIO- 


— 


- PHOTO NEWS FOR AGENCY STAFF AND CLIENTS 


i 


To keep staff and clients informed on the work of the leading commercial art and 
photographic studios of New York, Chicago, Los Angeles and Detroit, Campbell. 
Ewald company has instituted weekly exhibitions at the agency offices in Detroit, 
Left to right: George Leonard, account executive; Halsey Davidson, art director: 


and William C. Sproull, advertising mana 


manger, Burroughs Adding Machine esl 


Bank and a director of the Chamber | 
of Commerce. He leaves a widow | 
and four sons. 


DANIEL WATKINS DEAD 


Pittsburgh, July 18.— Daniel F. 
Watkins, 69, vice-president of Steel 
Publications, Inc., died suddenly Sun- 
day night at his home in Mt. Leb- 
anon, Pa. 


Gross Opens Office 


Ernest W. Gross, advertising coun- 
selor for Harvard Brewing Company, 
Lowell, Mass., has opened a_ sales 
promotion and advertising office in 
the Appleton Bank bldg., Lowell. He 
will continue to serve the Harvard 
company. 


Gets Bicycle Account 


Raleigh Cycle Agency, Ltd., New 
York, representing what is claimed 
to be the world’s largest bicycle fac- 
tory at Nottingham, England, has ap- 
pointed L. D. Wertheimer Company, 
New York, to handle its account. 


Oil-O-M atic Book Out 


Williams Oil-O-Matic Heating Cor- 
poration, Bloomington, IIL, has 
issued “Half a Hundred Summer Ac- 
tivity Tips,” a booklet containing 
summer merchandising ideas for its 


| dealers. 


With a searcity of equipment | 


helped found the Times-Demo- 


| Harper's Bazaar, 


Sample Razor Blade 
J. B. Williams Company, Glaston- 
bury, Conn., is conducting a test of 
its new double edge razor blade by 
giving a package free with every 
|purchase of its shaving lotion, Aqua 
Velva. 


Riordan to Peerless 
Forrest H. Riordan, formerly with 
Story Brooks & Finley, Philadelphia, 
has joined the sales department of 
Peerless Engraving Company, Phila- 
delphia. 


Pol ygraphic Elects 


V. J. Zerbo, Jr. has been elected 
vice-president in charge of the crea- 
tive art division of Polygraphic Com- 
pany of America, Inc., New York. 


Erickson to “Photoplay” 


Hayward Erickson, formerly with 
the New York Herald Tribune and 
has become a mem- 
New York sales staff of 


ber of the 


| Photoplay. 


the | 
more | 


Cin- | 


|J. M. Korn & Co., 
as advertising counsel. 


Plan 4 Issues a Year 


U. S&S. Camera, New York, while 


continuing to publish an annual, will | 


issuing quarterly, with the 
set for early fall. The 
to be half text and halr 
sell for 50 cents. 


Arena Appoints Korn 


begin 
first number 
publication, 
pictures, will 


V. Arena & Sons, manufacturer of | 


Luna macaroni, 
Inc., 


Conte has appointed 


Philadelphia, 


will be released about Sept. 1. 


Buchanan for Self 


Richard W. Buchanan, 
with the Seattle Chamber 
merece, has started a public 
and advertising service 


of Com- 
relations 
in Seattle. 


Kaye Re-opens 
Stanley Kaye has re-opened his ad- | 
vertising agency with offices in the 
NBC bldg., Cleveland. 


A campaign 


“2, OOO Weeklies 


Sign for Group 
Selling Setup 


New York, July 19.—The first step 
in a new program to develop na- 
tional advertising for weekly news- 
papers was completed today when 
Edward D. Woodyard, president, 
Woodyard Associates Inc., announced 
that more than 2,000 publishers have 
signed up as members of a coopera- 
tive group which his organization 
will represent. A rate book will be 
issued Aug. 1. 

Associated with Mr. Woodyard in 
the new enterprise are his brothers, 
William and Henry C. Woodyard, 
owners of a chain of about 30 weekly 
newspapers in West Virginia, Mary- 
land, Delaware and Long Island. 

Work on the new setup began 
about two years ago, and Woodyard 
Associates was incorporated a few 
months ago. Two thousand was set 
as the minimum number of publish- 

8s for operation of the plan. Exact 
sentient today is 2,072. 

The Woodyard plan includes certi- 
fication of circulation figures, with 
individual audits of cooperating 
papers. The group now enrolled wil! 
offer a total circulation of 3,339,839 
Either all or any part of this group 
will be sold. The service will pro- 
vide one billing and one checking 
for advertisers and agencies. 


Senft Joins “Press” 


Paul J. Senft has been appointed 
to the national advertising staff of 
People’s Press, New York. He was 
formerly with National Parent: 
Teacher, Washington. 


Roselle Joins “Tribune” 


Walter H. Roselle, formerly of the 
New York Times local advertising 
staff, has joined the national adver: 
tising department of New York 
Herald Tribune. 


Ever See 


PUT feeling 
INTO YOUR 
MAILINGS 


5 Distinctive Colors 
Write for Samples 
ES 


U NITED STAT 
PAPER CORPORATION 


3026 FRANKLIN BOULEVAN. 
CHICAGO, ILLINO! 


formerly | 
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‘Not Guilty’ 
Plea Entered 


in Tower Case 


New York, July 19.—Miss Cath- 
erine McNelis and other officers of 
Tower Magazines, Inc., were arraign- 
ed yesterday before Federal Judge T. 
Whitfield Davidson and pleaded not 
eyilty to indictments charging them 
with using the mails to defraud. The 
same plea was entered on behalf of 
the corporation, which became in- 
solvent in 1935. 

Miss MeNelis and her brother, 
John P. MeNelis, were freed in bail 
of $5,000 each. On the other de- 
fendants bail was set at $2,000 each. 


Earnings of 
Advertisers 


Hiram Walker-Gooderham & 

Worts 

Report shows net profit of $5,107,- 
441 for nine months ended May 31, 
compared with $5,187,232 for the cor- 
responding period in 1937, a drop of 
1.54 per cent. For the quarter ended 
May 31, net profit amounted to $1,- 
184,103, against $1,640,684 for the 
same period last year, a drop of 27 
per cent. 


Caterpillar Tractor Company 

Net loss for June was $444,515, 
compared with net profit of $1,209,050 
for June, 1937. Net profit for May, 
1938, was $330,508. B. C. Heacock, 
president, told stockholders that net 
sales and net profits for June were 
reduced by the amounts refunded 
and to be refunded to distributors 
and dealers for price reductions on 
tractors and engines made effective 
June 20 and applicable to their un- 
sold inventories on that date. Net 
profit for the first six months 
amounted to $1,132,614, against $6,- 
302,875 in the first half of 1937. Sales 
totaled $24,182,661, against $38,151,- 
249 for June, 1937. 


Warner Brothers 
For 13 weeks to May 28, indicated 


net profit was $458,147, compared 
with $1,520,643 for the like 1937 
period. For 39 weeks to May 28, 


earnings were $3,282,765, against $5,- 
561,032 in 39 weeks to May 29, 1937. 


Silex Company 

For six months ended June 30, net 
profit amounted to $158,756, com- 
pared with $154,126 for the cor- 
responding period in 1937, a gain of 
) per cent. 


Bulova Watch Company 

Net income for the fiscal year 
ended March 31 amounted to $2,508,- 
“$8, compared with $2,643,122 in the 
Preceding year, a drop of 5 per cent. 


Cream of Wheat Corporation 
Report shows net profit of $957,748 
for 12 months ended June 30, com- 
Pared with $1,264,668 for the same 
period in 1937. For the quarter 
‘nded June 30, net profit was $120,- 
‘ll, against $202,754 in the June 


Merritt Advanced 


Arthur A. Merritt, Jr., for the last 
four years Eastern representative for 
Frost, Landis Company, publishers’ 
representative, has been appointed 
general manager of the New York 
office. 


Greenfield Joins Raygram 


Albert Greenfield, formerly with 
Julius Marcus Laboratories, Brook- 
lyn, has been appointed advertising 
and sales promotion manager for 
Raygram Corporation, New York, 
photographic supply house. 


Ham with McDonald 


J. Hutchinson Ham, veteran adver- 
tising man, has joined McDonald 
Insurance Agency, Charlotte, N. C. 


New Pennsylvania 


Chapter Joins NIAA 


The Mason-Dixon Industrial Adver- 
tisers becomes the 16th local chap- 


ter of National Industrial Advertis- 
ers Association when the charter 
will be presented early in August. 


Terry Mitchell, advertising manager 
of The Frick Company, Waynesboro, 
Pa., is president. 

The group has been actively associ- 
ated with NIAA under the name of 
Cumberland Valley Industrial Adver- 
tisers. 


New Mail Service 
O. B. Johnson, formerly production 
manager of J. A. Want Organization 
Inc., New York, a letter shop, has 
opened the Johnson Direct Mail Serv- 
ice at 1265 Broadway, New York. 


Offices of the new corporation are at 
30 Rockefeller Plaza. Edward F. 
Hennessy is president. 

Arrangements with the telegraph 
companies were completed within the 
past fortnight. Postal and Western 
Union retain the right to disapprove 
prospective users of the media, and 
to censor selling messages on the 
envelopes. 


Western Union, 
Postal To Try 


New Ad Carrier 


New York, July 20.—Use of the 
backs of envelopes bearing Postal 
and Western Union telegrams as an 
“advertising medium” will be de- 
veloped through the formation of a 
new corporation, Teletel, Inc., which 
has signed exclusive contracts with 
Postal Telegraph-Cable Company and 
Western Union Telegraph Company. 

Teletel is now approaching adver- 
tisers with the proposition, but no 
contracts have as yet been closed. 


Oil Filter to Myers 

W. G. B. Oil Clarifier, Inc., Kings- 
ton, N. Y., manufacturer of W. G. B. 
oil filters for automobiles, trucks, 
buses and tractors, has appointed 
Willard G. Myers, New York, to di- 
rect its advertising, effective Aug. 1. 
Business papers and direct mail will 
be used. 


PALACE 


Accounting Machines 

Adding Machines 

Animated Displays 

Air Conditioning Equipment 
Aluminum Ware 


Ash Trays 
Auditors Equipment & Supplies 


Baking Equipment & Supplies 
Bar Equipment 

Bath Koom Equipment 
Bedspreads 

Beds & Bedding 

Bed Lamps 

Keer & Ale 


uarter of 1937. 
Com Products Refining 


For six months ended June 30, net 
income 
bared with $4,341,886 for the like 
‘Sot period, a gain of 16.23 per cent. 
’ the quarter ended June 30, net 


‘ncome was $2,123,829, against net 
heome of $2,136,386 for the June 


Warter of the preceding year. 


General Electric Company 

Net profit totaled $13,176,956 for 
ne six months of 1938, compared 
‘h net profit of $26,293,604 for the 
rs months of 1937. Sales for 
six months aggregated $130,- 
against $171,076,645 in the 


period, 


libbey-Owens-Ford Glass 

n ‘ompany reports net loss for 

~ Months ended June 30 of $421,880, 

‘eg eed with net profit of $5,631,- 

roe or the Same period in 1937 and 
<.972 in 1936. 


Six 
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amounted to $5,046,622 com- | 


Beer Dispensing Equipment 

Beer Pipe Cleaning Equipment 

Beverage Cooling & Water Coolers 

Beverages (Miscellaneous) 

Beverage Dispensers 

Blankets & Bedspreads 
Bookkeeping Machines 

Book Matches 

Bottling Equipment 

Bread, Rolls & Pastry 

Bridge Tables & Covers 

Broilers 

Burnishers 

Butter Cutters 


Calculating Machines 

Candles 

Carbonated Beverages 

Carpets & Rugs 

cope Cleaning Equipment 

Cash Registers & Food Checking 
Machines 

Casters 

Chairs & Stools 

Charcoal Briquets 

Checkroom Equipment 

Chenille 

China & Glassware 


GRAND CENTRAL 


NEW YORK CITY 


OCT. 24 to 28 


Chocolate & Cocoa 
Cleaning Compounds & Equipment 
Cleansers & Sterilizers 
Coat Hangers 

Coffee Makers 

Coffee & Tea 

Coffee Mills 
Condiments 

Conveying Equipment 
Cooking Utensils 
Cottons 

Cleansing Tissues 
Cream Whippers 
Cushions 


Furniture & 


(jas Ranges 


(ilass Sterilizers & Washers 


Dairy Products 
Decorations & Furnishings 


(iriddles 


Decorative Plants and Products 
Deep Fat Fryers 
Deodorants 


Food Checkers 

Food & Meat Choppers 
Food Flavoring 

Food Service Equipment 
Food Warmers 

Fountain Equipment 
Frosted Foods 

Fruits & Vegetables 
Fuel Equipment 
Furnishing Contractors 


Furniture Polishers 


Hospital Supplies & Equipment 


Put your products in the front rank of this 
great parade by arranging now for a suit- 
able exhibit at the 23rd National Hotel 
Exposition, conducted by the Hotel Asso- 
ciation of New York City and the New 
York State Hotel Association, at the Grand 
Central Palace in New York City, October 
24th to 28th. 


It's a 100° selling market—the exhibits are 
strictly confined to those of positive merit 
to hotels, restaurants, clubs, institutions, 
and allied catering interests. 


And it's a 100°, NATIONAL buying mar- 
ket—last year 60,000 buyers attended from 

45 states and 21 foreign countries! Ad- 
mittance is rigidly limited to officers, man- 
agers, purchasing agents, and depart- « 
mental heads of hotels, restaurants, clubs, 
institutions, and allied catering interests, 
and to purchasing agents of supply houses, 
contractors, interior decorators, and archi- 
tects. 


Your exhibit will be seen by more of the 
men and women who really count than you 
can reach in any other practical way. 


For available space, cost, and for all other 
particulars, address the National Hotel 
Exposition Committee, 221 West 57th 
Street, New York, N. Y. 


AMONG THE MANY ARTICLES EXHIBITED AND SOLD BY OUR EXHIBITORS WILL BE THE 


FOLLOWING: 


Mattresses & Springs 

Meat, Bone & Fish Cutters 
Meats, Poultry & Game 

Menus 

Metalware & Equipment 

Milk Dispensers & Cream Urns 
Mixers 


Shower Cabinets 

Shower Curtains 

_ Silver Boxes 

}Stlver Burnishers & Polishers 
Silver Washers & Driers 
Silverware & Metalware 
Slicing Machines 
Smoking Stands 

Soaps & Cleansers 
Souvenirs & Novelties 
Stainless Steel 

Steak Machines 

| Steam Cookers 

| Studio Couches 

| Subveyors 


Office Equipment 
Ovens 
Accessories Outdoor Advertising 

Paints 

Photographic Machines 

Pictures: Framed & Unframed 
Piumbing Fixtures 

Potato Peelers, Mashers & Creamers 
Portable and Permanent Dance Floors 
Porters Supplies 


and Equipment 


Tables 

Table Covering & Accessories 
Table Delicacies 

Tea Room Equipment 


. . » Printing & Stationery 
Desserts lee Cutting Machines : Tinning 
Ice Cream & Frozen Desserts Promotional Literature 
eterge ie! 
oe nts lee Cream Machines Publications yn & Sandwich Machines 
Dining Room Equipment lee Cubers, Crushers & Shavers Trays 
Directory & Bulletin Boards Ink, Indelible for Linens Racks: Room, Information, Letter & Tubing 
Dish & Glass Washers Insecticides & Disinfectants Key, Hat & Coat & Display Typewriters 
Dish Racks Insurance Advisory Service Ranges, Coal, Electric and Gas 
Dish Washing Equipment & Supplies . Razor Cloths t 
Disinfectants Key Tags Retrigeretare Upholoter Cleaning Equi 
Drapery Fabrics Kettles Roll Warmers D y Cleaning Equipment 


Dumb Waiters 
Dyeing Equipment for Rugs & Carpets 


Lamps & Lamp Shades 

Laundry Bags 

Laundry & Dry Cleaning Equipment 
Leather Renewer 

Linen Marking Equipment 


Electrical Equipment 
Engravers 
Exterminators 


Feather Cleaning Equipment 
Fish 

Floor Covering 

Floor Machines 

Folding Furniture 

Foods 


Linens 


Maintenance 
Mats 


Kitchen Equipment 


Lobby Supplies 
Locks 


& Mattings 


ONAL HOTEL EX 


| Upholstery Products 
Urns 


Room Supplies & Fixtures 
Room Service Equipment 
Rug Linings 

Vacuum Cleaners 
Sanitary Supplies _ Vegetable Parers 
Schools—Hotel & Restaurant Training 


Sea Food | Waffle Bakers 
Seasoning & Flavoring | Wall Covering 
Shades: Candle, Lamp & Window Wash Cloths 


Sheet Metal-——Iron & Steel Watchmen’s Clocks 


Sheets & Pillow Cases ( Water Cress 
Material & Supplies Shoe Cleaners ‘ Window Shades 
Shortening 2 & Liquors 


POSITI 
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ADVERTISING AGE 


July 25, 193 


ASKS ‘FRANK’ 
DATA ON COST 
OF CIRCULATION 


Papers Ureed to Give Adver- 
tisers Analysis 


Los Angeles, July 21.—-A six-point 


formula for evaluating newspaper cir- 


culation was offered here this week 
by Robert L. Smith, vice-president 
and general manager, Los Angeles 
Daily News and Evening News. High- 
light of the proposal is a “frank 
discussion of circulation costs to the 
publisher.” 

The “fundamental facts” concern- 
ing circulation, to which Mr. Smith 
asserted every buyer of newspaper 
space is entitled, were outlined as 
follows: 

“1. What is the total net paid 
ABC circulation? (This information 
is of course available from all pub- 
lisher members of the Audit Bureau 
of Circulations). 

“2. What percentage of this ABC 
circulation has been secured as a re- 
sult of circulation forcing methods; 
i.e., prize contests, premiums, or any 
special inducements .. . other than 
the editorial merit of the publica- 
tion itself? Theoretically, this infor- 
mation is available from audit re- 
ports. Actually, however, the audit 
report may, and frequently does, 
fail to reveal all or part of this in- 
formation. 

“3. If the publisher does not allow 
‘full returns’ what percentage of the 
total net paid ABC circulation is rep- 
resented by papers which may or 
may not reach the hands of a pros- 
pective reader because of this ‘no 
return’ policy? If no papers fall in- 
to this category ... why does not the 
publisher adopt a ‘full return’ policy? 

“4. What percentage of the total 
circulation is ‘home delivered’ 
and what percentage is represented 
by ‘street sales?’ (Under present Au- 
dit Bureau regulations, at the option 
of the publisher, this information 
may be withheld from the space 
buyer). 

“5 What is the coverage of the 
circulation by geographical districts, 


can't all be wrong. They tell their 
story to the man behind the BAR and 


COUNTER CONSISTENTLY in 
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within the important city zone area 
which the newspaper serves? (Pres- 
ent ABC regulations do not require 
such a breakdown). 

“6. How much has this ABC circu- 
ation cost the publisher? Has it 
been produced at a departmental 
loss, or a departmental profit? (We 
have yet to meet a space buyer who 
has asked this question . . much 
less another publisher willing to sup- 
ply the answer nevertheless, 
this point represents the one basic 
fundamental which determines in 
the long run, whether the publication 
and its circulation is sound or un- 
sound. )”’ 


Seltz Establishes 
Agency in Chicago 


David Seltz, formerly publisher of 
the Housewife Magazine, Madison, 
Wis., and with the Milwaukee Jour- 
nal, has organized his own agency at 
208 N. Wells street, Chicago. The 
telephone number is Dearborn 445. 

Accounts include Fashion-Bilt Shoe 
Company, Pontiac, [ll.; Superior 
Shoe Company, Royal Smart Shoes, 
and Midwest Athletic Club, Chicago. 


Knauth to Publish 
“Bridgeport Times-Star” 


Victor W. Knauth has become pub- 
lisher of the Times-Star, Bridgeport, 
Conn. He has been vice-president 
and a director of Select Printing 
Company, New York, since 1931. 

John F. Bresnahan, formerly pub- 
lisher of the Boston Herald, will be- 
come chairman of the Times-Star 
board. 


Named by WSAR 
George Sutherland has been ap- 
pointed commercial manager of Sta- 
tion WSAR, Fall River, Mass. He 
was formerly with WIP in Philadel- 
phia. 


COQUAINTED © 


"GETTING A 


Robert Burns, advertising manager, ice 
cream division, H. P. Hood & Sons, 
Boston, cultivates the friendship of a 
baboon during the company's outing 
at Benson Animal Farm, New Hampshire. 


YES, AND IT’S 
GOT PLENTY OF 
PUNCH AND DRAMA, TOO 


Getting Personal 


Among those who entertained the Crown Prince of Sweden during 
his stay in New York were Thomas J. Watson, pres., International 
Business Machines Corporation, and L. J. Rosenwald, chairman of the 
. board, Sears, Roebuck & Co. The 

MICHIGAN FOURSOME former is known as the much- 
travelled American business 
leader most often decorated by 
foreign governments, while the 
latter was royally feted when in 
Sweden. At the Watson dinner, 
Byron C. Foy, v.p., Chrysler Cor- 
poration, reported that father-in- 
law Walter P. Chrysler was on 
the mend after two months in 
the hospital. . 


Jack Adams, radio chief at 
Erwin, Wasey & Co., is quite some 
shakes as a golfer, and makes a 
practice of roundly trouncing 
prospective clients on the links. 
Perhaps he reasons that advertis- 
ers will sign on the dotted line 
just to make sure of a chance of 
evening the score. . 


Pierre Harang, s.m., Houbi- 
gant Sales Corporation, is a regu- 
lar attendant at fashionable Long 
Island horse shows. Albert 
Brown, a.m., Best Foods, Inc., returns to his desk Aug. 1 after vacation- 
ing. . . W. G. Mennen, pres., Mennen Company, played Santa Claus 
to employes by shutting down the Newark plant for one week to give 
each hireling a vacation with pay. 

Bob Welch, radio production dept., Young & Rubicam, Inc., will 
inarry Templeton Fox, air actress, Aug. 20. . . Theodore S. Streibert, 
exec. v.p., WOR, is on a 16-day cruise to South America. . . H. J. Rand, 
pres., Pan American Broadcasting Corporation, is the father of a baby 
daughter. . . Don. E. Gilman, Western division v.p., NBC, and Sydney 
Dixon, regional s.m., NBC, both of Hollywood, were recently elected life 
honorary members of Alpha Delta Sigma, ad. frat. . . 

Roy Durstine, pres., BBDO, spoke before NYU radio workshop 
on “Showmanship in Advertising.” . . Thomas L. L. Ryan, pres., Pedlar 
& Ryan, Inc., is back from Europe after having been made an honorary 
citizen of France at a ceremony in City Hall, Paris. . 

Colonel Leroy W. Herron, a.m., Washington Star, for the past 27 
years, was tendered a testimonial luncheon following re-election as 
president of Newspaper Ad. Execs. Assn., by the Ad Club of Washington. 
Guest speaker was Frank E. Tripp, g.m., Gannett Newspapers. 
Chas. C. Green, dir. of prom., N. Y. World’s Fair, can now preface his 
name with “Lieut. Col.,” thanks to Gov. James Allred of Texas. 

Eugene Bolles, publisher, Newark Courier, has been receiving con- 
gratulations on his paper’s 92nd birthday. . . Geo. F. Booth, publisher, 
Worcester Telegram & Evening Gazette, has returned from England and 


Scotland. . . Henry G. Lord, v.p., 
IN THE ROCKIES 


Macfadden men all, quests of Charles 
H. Shattuck (second from right), West- 
ern manager, at Long Beach, Mich. 
Others in the picture are “Dutch” 
Feldon, Jim Mitchell and Harold Wise. 


McGraw-Hill Publishing Company, 
is spending the remainder of the 
summer in Europe. . 

Recent announcement of Arn- 
old Constable & Co., N. Y. dept. 
store, that Arnold Constable, adv. 
prod. mgr., had been elevated to 
assistant to the vice-president and 
treasurer obscured an interesting 
story. What appeared on the sur- 
face to be usual promotion of an 
owner’s son turned out to be 
something else again, for the ap- 
pointee is no relative of anybody 
who ever ran the store. Store 
got its name from a Mr. Arnold 
and a Mr. Constable over 100 
years ago. As for Arnold Con- 
stable, the young man wrote the 
store president eight years ago 
and asked for a job because his 
ame was the same asthe store’s. 
Five years later, he landed a job 
there. . 

Merle Penney, ad chief at 
Forbes Lithograph Company, who 
has been confined to a hospital for some weeks, has progressed to such 
a degree that he has now taken up quarters in his own home once 
again. He's convalescing rapidly, 'though it will be at least a month 
or more before he’s back on the job. 

Teviah Sachs, v.p. and g. m., Gruen Watch Company, addressed 
a national sales conference of Gruen salesmen in Cincinnati last week, 
and unknown to Mr. Sachs, the talk was broadcast over WCKY. L. B. 
Wilson, head of WCKY, had the microphone hidden in the flowers on 
the speakers’ table. . 

Ferdinand Ziegler, advertising dept., Twentieth Century-Fox, New 
York, was married July 10 to Ruth Wagner, Elizabeth, N. J. . . Abe 
Einson, formerly of Einson-Freeman, who left New York July 17, 1937, 
with Julien Bryan, traveler and reporter for March of Time, for a 
comprehensive tour of Mexico, plans to return by water to New York 
Aug. 23. 

Dean Hole, adv. director of Fleming Brothers, won the Thundermug 
trophy with a net score of 68 at the sixth annual Thundermug Golf 
Tournament July 11. The tourney, open to men affiliated with adver- 
tising, is noted for its hi-jinks and general all-round pranks and ruined 
several good scores with exploding golf balls. Blind bogey, 80 to 90, 
was won by C. K. Royce, a. m., Carson Pirie Scott & Co. §S. Lipschultz, 
Gothic Press, shooting a 75 on the first nine and 55 on the way in, 
copped the training size mug, while Mel Miles, Garman Printing, and 
J. J. Sullivan, Carson Pirie Scott, won the golf shirts from Central 
America. . 

Lofty distinction of chalking up the first hole-in-one this season 
on the Broadview Country Club course, Lincoln, Neb., last week went 
to Larry F. Livingston, director of agricultural extension for E. I. 
du Pont de Nemours & Co. Glenn Buck, manager, Nebraska Farmer, 
was host and eye-witness.... 

Those cigars that have been passed around in double doses by 
John V. Ryan, a.m., Modern Beauty Shop, designated the arrival of twin 
girls at the Ryan menage.... 


George W. Whiteside, The American 

Weekly, forgets space worries with a bit 

of relaxation in Rocky Mountain Na- 
tional Park, Colorado. 


BUY JEWELRY 
FROM JEWELERS 
GRUEN'S ADVIC 


Campaign to Take Up Cudgels 
for Its Outlets 


Cincinnati, July 21—Gruen Wate, 
Company will throw its fall adverts. 
ing back of the retail jeweler as the 
logical source of supp’y for jewelry 
of all kinds, Teviah’ Sachs,  yice. 
president and general sales manager. 
announced today. Asserting that 
Gruen has been identified with the 
legitimate retail jewelry store 
throughout its entire career, Mr 
Sachs said that Gruen is glad to as. 
sume the industry’s burden. 

“No one jeweler or group of jewel. 
ers can wage. effective warfare 
against the serious inroads of com. 
petition from outlets other than 
jewelry stores, which have been win. 
ning more and more business,” said 
he. 

“Gruen, with the resources of na- 
tional advertising at its command, is 
in a strong position to help the trade 
regain the business which it logically 
should have. The entire weight of 
our national advertising schedules 
will be thrown into the scales to this 
end.” 


Transcriptions to Help 


While Gruen’s magazine will tell 
the public that “Gifts from your 
jeweler are gifts at their best,” the 
company will also give retailers an 
opportunity to help themselves 
through the medium of radio tran- 
scriptions. Programs are now being 
recorded for 13 weeks, and pressings 
of any desired program will be pro- 
vided free to Gruen retailers for local 
broadcasting. The transcriptions in- 
clude suggested commercials, public- 
ity material and merchandising 
ideas. 

The Gruen campaign will open in 
September, with full pages in Ameri- 
can Magazine, Esquire, Fortune, Har- 
per’s Bazaar, Life, The New Yorker, 
The Saturday Evening Post and Time. 
Gruen’s radio and point of sale helps 
will emphasize the same _ motif. 
Magazine spreads will be used during 
the Christmas season, being divided 
between the institutional story and 
specific holiday offerings 

Frank M. Smith, advertising man- 
ager, said that a product campaign 
will also be waged in medical papers 
in behalf of precision-made profes 
sional-type watches, designed for use 
where the slightest error in time 
may mean tragedy. This schedule 
embraces American Journal of Nurs 
ing, Journal of American Medical As- 
sociation, Medical Economics and 
Registered Nurse. 

Other innovations in the new line 
include a woman’s Curvex watch, de- 
signed for wear on the side of the 
wrist. Gruen promoted a Curvex for 
men last spring, and believes it re 
sulted in a general trend toward side 
of-the-wrist timepieces. McCant 
Erickson, Inc., is the Gruen agency. 


Rose Agency Moves 
William Ganson Rose, Inc., Cleve 
land, has moved to new quarters i0 
the Terminal Tower bldg. 


Gregory Expands 
Gregory Advertising, Inc., Clev® 
land, has moved to larger quarter 
in the Citizens bldg. 


—_— . 
—— 


SAVE--With Rapco Prints! 


When you want clear, sharp plano- 
graph reproductions of testimont 

letters, price lists, forms, charts 
diagrams, ete.—be sure to specify 
Rapeo Prints. You'll get rew 
quality and save money besides: 
Write today for price list and free 
samples. 


RAPID COPY SERVICE COMPANY 


Chicago Cleveland 
360 NM. Michigan Minth-Chester Bide 
STAte S977 MAIn 9335 
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BUDGET UPLIFT 
TO MARK FALL 
CORSET DRIVES 


Optimistic Outlook Seen by 
Manufacturers 


New York, July 20—Improved 
sentiment among manufacturers and 
puyers at the corset and brassiere 
showings ] ere this week is being 
packed up by plans for increased ad- 
vertising expenditures this fall. 

Warner Brothers Company, Bridge- 
port, Conn., corset manufacturer, has 
increased its promotion budget 10 
per cent, with the additional money 
to be used in an educational program 
to teach salespeople the advantages 
of new features in the Warner line. 

The company will promote its cor- 
sets this fall in Harper’s Bazaar, 
Vogue, 66 newspapers, and a large 
list of trade journals. Rotogravure 
will be used in newspapers wherever 
available. Large city papers will get 
420-line insertions, with papers in 
smaller cities getting 220-line space. 
J. C. Bull, Ine., is the agency. 


Artistic Line Simplified 

Artistic Foundations, Inc., will sup- 
port its fall selling efforts for Flexees 
with a 20 per cent increase in adver- 
tising, and an entirely new merchan- 
dising policy. Flexees promotion will 
appear beginning in October issues 
of Good Housekeeping, Ladies’ Home 
Journal, McCall's, Pictorial Review, 
and Woman's Home Companion. 
Every rotogravure newspaper section 
in the country will also be used, to- 
gether with weekly black-and-white 
insertions, 

The new merchandising policy is 
the result of studies showing that 
the average corset department does 
80 per cent of its volume among 20 
per cent of its products, and that 93 
per cent of corsets sold are priced at 
$15 or less. Accordingly, Artistic has 
reduced its line from 250 to 82 num- 
bers, and limited its price range to 
between $5 and $15. 

Another feature of the merchandis- 
ing plan is based on the discovery 
that 90 per cent of all women can be 
classified into seven basic types of 
figures. These types have been 
charted on a Shadowgraph, which 
will enable stores to fit most custom- 
ers in their proper class. Hirshon- 
Garfield, Inc., has the account. 

Real-Form Girdle Company intro- 
duced to the trade this week a new 
line of “girdles of grace’”’ known as 
“Soft Skin.” This line of girdles, 
panties, and all-in-one foundations 
will be featured in fall advertising 
to begin Sept. 15 in Harper’s Bazaar, 
Photoplay, Screenland, Silver Screen, 
Vogue, and trade papers. Croydon 
Advertising Agency has the account. 

Form-Fit Company plans to launch 
its most extensive fall campaign in 
history, with the national budget in- 
creased 25 per cent over last year. 


From Your Kodachrome 


4-COLOR 


PROCESS PLATES 


Wy se 4-color pro- 
one plates in your 
sade broadsides, 
ards, Msplays 
revlar literature, 
rood news for 
You « y 


Proce 
5 


tere 


MADE BY COLOR REPRODUCTION 
SPECIALISTS 


. fone? There are no tricks or short cuts. 
«of good standard 4-color process plates for 
vould ordinarily pay three to four times 
The answer is Photochrome Ine special- 
r process work Since its inception this 
fevoted itself exclusively to the finest 
the photo-engraving fie 
shers, printers and manufacturers. Most 
m equipment, highly skilled crafts- 
plication to specialized sizes makes pos- 
ttractive prices for those sizes. 


Cet full details on other specialised sizes, 


sem ples, prices, etc. Please make request on 
Sur letterhead. 


PHOTOCH ROME, INC. 
54 West 21st Street, New York.N. Y. 
PHONE: WAtkins 9-6944 


Seventy papers in leading markets 
will carry Form-Fit copy of 200 lines. 
Trade papers and two class maga- 
zines will also be used. Cooperative 
advertising with stores will also be 
expanded. L. D. Wertheimer Comp- 
any, Chicago, has the account. 

The H&W Company, maker of the 
strapless brassiere which was fea- 
tured on last week’s Life cover and 
three pages inside, has not completed 


fall advertising plans. Frank Pres- 


brey Company is the agency. 


Grabhorn, Roux 
Quit Posts in 
Hearst Radio 


New York, July 20.—Murray Grab- 
horn has resigned as vice-president 
of Hearst Radio, Inc., and as operat- 
iug head of its subsidiary, Interna- 
tional Radio Sales, it was disclosed 


here today. Frank Fenton, salesman, 
and William Roux, promotion man- 
ager, are also leaving. 

Loren L. Watson, in charge of In- 
ternational’s transcription depart- 
ment, will supervise time sales in 
place of Mr. Grabhorn. The re- 
mainder of the personnel will remain 
unchanged, according to Mr. Watson. 
Elliott Roosevelt, president, Hearst 
Radio, is now in Texas. 

In addition to representing Hearst 
stations, IRS now handles KOY, 


Albuquerque; WLS, Chicago; and 
WORC, Worcester. Mr. Grabhorn is 
understood to have tried to persuade 
the Hearst management either to 
clarify its position on future opera- 
tion of Hearst stations, or permit 
him to represent these outlets under 
an independent management, since 
the clouded outlook made it difficult 
to line up new station clients. 

Both Mr. Grabhorn and Mr. Fenton 
were with John Blair & Co., station 
representative, before joining Hearst. 


Retail sales in Norfolk, Virginia, according to the Federal Reserve fig- 
ures, show a gain for the first five months of 1938 over the same period of 
1937, when most other points produced declines. 

A variety of factors contributed to this result, some of which are: Ac- 
tivities at the Norfolk Navy Yard are at the highest peace-time peak in 
history. Many millions of dollars have been appropriated by the govern- 
ment for construction and equipment work at the Norfolk Navy Yard and 
the Norfolk Navy Base. 

One of the city’s largest department stores is building a new, six-story 
home. A mammoth apartment layout to house 172 families is only one of 


the unusual construction projects now under way. 

Advertisers have experienced record-breaking business following re- 
cent promotions, all of which strongly indicates that Norfolk, Virginia, is 
truly an outstanding ‘Bright Spot’’ on today’s business map. When you 
plan your next campaign, be certain that you prepare a worth while sched- 
ule for the Norfolk Newspapers. 


Norfolk Virginian-Pilot, Morning and Sunday... .. Norfolk Ledger-Dispatch, Evening Except Sunday 
NORFOLK NEWSPAPERS, INC... . THE JOHN BUDD COMPANY, National Representatives 
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COMPETITION AT 
HIGHEST, BEST, 
SAYS BROOKINGS 


Technology Steps Up Buying 
Power of Dollar 


Pittsburgh, July 21.—- The weekly 
pay envelope of the average Ameri- 
can worker will purchase two and 
one-half times as much manufactured 
goods today as in 1870, according to 
a report issued today by Brookings 
Institution of Washington, D. C. 
This fact was established after a 
thorough study of industrial prices 


by the Institution. The study was 
financed by the Falk Foundation of 
Pittsburgh. 


The report contains facts about 
the increase in real income or pur- 
chasing power which refute the the- 
ory that the industrial system has 
been unable to adjust distribution of 
income to increasing capacities of 
production. The survey also found 
that big industrial concerns, with 
efficient methods and facilities for re- 
search, are constantly lowering prices 
and raising the quality of products. 
Further, the percentage of the na- 
tion’s industry controlled by mam- 
moth corporations has not increased 
perceptibly in recent decades, despite 
the merger movement of the 20’s. 

According to the report, no mo- 
nopoly menace exists. Even if a com- 
pany has an effective monopoly of a 
particular product, it still faces keen 
competition from other products. To- 
day’s big companies were formed 
mainly for the purpose of effecting 
economies and promoting efficiency, 
and most of them actively seek to 
broaden their markets by giving the 
consumer more for his money, the 
report states. Large combinations 
of a generation ago, instead, sought 
chiefly to control markets, suppress 
competition and raise prices. 

The study revealed that over a 
large section of industry, production 
is now keyed to prices set in advance 
at a point computed to be the most 
effective in expanding the sale of 
goods. The report cited the struggle 
between Ford, General Motors and 
Chrysler as the high mark in useful 
competition achieved so far. Other 
pacemakers in the competitive 
struggle were found to be the large 


mail order houses, food chains, lead- 

ing chemical companies and _ elec- 

trical manufacturing concerns. 
Brookings found that while com- 


manufacturers 
whe are using: 


— for packaging 


fruit, vegetables hig 
' Paty feos 
marbles, hard candy hes ei 


and other articles RRR Sr 
that sell on sight. ein at 


— for sampling every- 
thing from cattle feed 
to grass Also 
convenient for mailing 
printing cuts. 


seed. 


— for packaging 
bath 


machine parts. 


salts, corks, < 


send for samples and illustrations, 
stating the nature of vour product. 
Name -_ — 
Address_ 
Product 


BAG CO. 
BROOKLYN, N. Y. 
LoOuls, MO 


BEMIS BRO. 
5112 SECOND AVE. 
426 POPLAR ST . st 


JULY LINAGE OF CANADIAN MAGAZINES 


*Five issues. 
tSemi-monthly; 
+Weekly; June linage shown; 


petition is rife today it is not the 
same kind of competition that ex- 
isted a century ago when nearly all 
prices were fixed by direct bargain- | 
ing in the market. Modern competi- | 
tion may be even more beneficial to | 
the people than that of earlier times, 
since it develops new and _ better 
products, raw materials and methods 
of satisfying human wants, rather 
than being concerned solely with 
price. It found that companies which 
have assumed large overhead ex- 
penses for competent managerial and 
technical staffs have usually been 
leaders in price reductions. Suppliers 
of these large concerns have been 
able to plan their work on the most 
economical basis since the big cor- 
porations take materials in large 
quantities. 


American Has 
an Option on 


THE Corrigan 


Chicago, July 21.—-American Air- 
lines, Inc., gave an itinerant flyer a 
pat on the back and a little finan- 
cial help, and now discovers that it | 
invested in a diamond mine. The | 
flying fool turned out to be Douglas 
G. (West is East) Corrigan, 3l-year- | 
old Californian who flew his soap | 
box to Ireland by mistake. 

C. R. Smith, president of American 
Airlines, was in Newark with E. G. 
Bern, publicity director, the day 
Corrigan landed there after his non- 
stop flight from California. The en- 
terprising young president of Ameri- 
can was impressed with the report 
that Corrigan had_ selected’ the 
American’s Southern route for his 
jaunt, and told Bern that he ought 
to give the kid a helping hand. 

Mr. Bern interviewed Corrigan, 
signed him to a contract to use the 
same route on the return trip, and 
to stop at all cities of importance on 


June linage shown; 
not included in total. 
**July and August issues combined. 


The next thing Mr. 
telephone was 


Bern knew, the 
ringing and Corri- 
gan’s voice was being wafted across 
the cable from Dublin with the as- 
surance that the Irishman 


fulfilled his contract with American 


gladly tear up the contract if Corri- 
gan wishes The youngster vehem- 
ently insisted that he will carry out 


his bargain as soon as he gets back 


to the United States, provided over 
enthusiastic well wishers don't 
wreck his old plane. 


Mr. Bern describes Corrigan as an 


unspoiled kid who loves planes and 


fiving, and who is as shocked as 

| Lindberg was over the adulation 
being heaped upon his unwilling 

| head If Corrigan insists on keep 
_ling his agreement with American 


the transport company will describe 
the flight merely as being under its 
auspices and otherwise let the 


youngster strictly alone. 


the route. Corrigan himself volun- 
teered to append the slogan, “South- | 
ern Trans-Continental Route” to his 
plane 


|ufacturer of 


was turn-| 
ing down all other offers until he had 


Bern assured the flyer that Ameri-| 
can Airlines, Inec., has no wish to 
embarrass him, and that it will 


i CBS 


———1938 1937 
Pages Lines Pages Lines 
Canadian Home Journal.............. 22.3 15,615 29.5 20,660 
Canadian Homes & Gardens...... 22.3 15,023 43.4 *#29 088 
Cees NS oo sve oe ba bates be 7.2 5,056 14.4 10,118 
a eee ee 27.5 19,287 33.6 23,532 
Nas ar SO a a ane ers acd wie Sy wae Gs 23.9 10,255 37.0 15,905 
tMaclean’s Magazine ............ 41.5 29,069 48.4 33,925 
SR occa vieaG Sade hos a 4d Neue Vee e 33.8 22,765 41.6 28,099 
National Home Monthly........... 18.2 12,746 24.1 16,903 
OO A rae i ee eee ee ea 90,492 128,400 
Commercial Display in Canadian Farm Papers 
| Country Guide & Nor’-West Farmer.. 14.7 10,626 16.6 13,019 
‘Family Herald & Weekly Star— 
, , Se eeeeeeeee 36.9 29,528 42.4 33,963 
Lo ee Pr eer rere rere 30.3 24,257 32.5 26,019 
The Farmer’s Magazine.............-. 12.7 8,942 13.4 9,448 
‘Free Press Prairie Farmer........... 35.0 38,505 35. 38,961 
éL.: ee, Ser eerrecerireree 14.3 *16,375 12.2 13,939 
.. «. Sreerrerrrretrr cere: 19,568 22,467 


not included in total. 


Canadian July 
Linage Total 


Falls 29.53% 


Chicago, July 20.—-A July linage of 
90,492 was reported to ADVERTISING 
Acrt today by six major Canadian 
magazines. This is a decline of 29.53 
per cent from the July, 1937, linage 
of 128,400. The 1937 linage total in- 
cludes a combined July and August 
issue of Canadian Homes & Gardens. 


Liberty and Maclean's Magazine, 
reporting June linage, also show a | : 
decline from the comparable 1937 | 
period. 


Among the farm papers, Free Press 
Prairie Farmer, also reporting June 
linage, shows a drop of 0.9 per cent, 
earrying 38,505 lines against 38,961 
last June. 

Figures for the individual publica- 
tions and page totals are shown in 
the accompanying table. 


Welch Renews 
Irene Rich On 
Air for Year 


New York, July 20. 
Juice Company, 
through H. 
tising 
renew 
Aug. 14 for 


“Welch Grape 


Company, 
the 


Inec., Chicago, will 

lrene Rich program 
another 52 weeks on 47 
NBC Blue network stations, 9:45 to 
10 p. m., with a repeat broadcast at 
11:15 p. m 


Carl Hoff for Luckies 
Carl Hoff and his orchestra will re- 
turn to the 


American Tobacco Com- 
pany’s “Hit Parade” broadcast for 
Lucky Strike cigarettes July 23. 


The program is heard every Saturday 
over the CBS network at 10 to 10:45 
p. m. 

Grove Takes Two Spots 


St. Louis, 
Bromo-Quinine, 
two 
beginning Oct. 8, 
and 
broadcast, 


Grove Laboratories, man- 
has 
spots on Satur- 
for Fred War- 
Pennsylvanians. The 
from 8:30 to 9 p. m 
EST, will be heard on 39 stations of 
the NBC Red network. The 
broadcast will be heard over 
tions in 


contracted for 
days, 
ing his 


first 


second 
two Ssta- 
Utah and Colorado and five 
West Coast, from 12M 
EST. 


stations on the 
to 12:30 a. m 


Carter Windup with G-F 


sjoake his 
series under 
General Foods 
York, for Huskies 
sign-off date 
run. 


will terminate 
news commentator 


Carter 


the sponsorship of 
Corporation, New 
Aug. 26 The 
pletes a 26-week 
Lady Esther Changes Time 
Esther 
moves its series on 
day 30 p. m 
effective Sept. 2 
Vick Resumes with Seth 
Vick Chemical 
boro, N. C is 
Parker program 


Lady Company, Chicago. 
NBC from Tues- 


at 8 to 10 p. m. Friday, 


Company, Greens- 
resuming the Seth 
beginning Oct. 2 


Westfield, N. Y.,| 
W. Kastor & Sons Adver- | 


| 
| 
| 


corporation or 
you in 


The rates for this department are 


as follows: 


“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” ang 
“Representatives Available,” 30 cents a line, minimum charge $1. Terms 
cash with order. 

All other classifications (single insertion rates): % in., $2.75; 1 to 3 in, 
$4.75 per inch, Write for descriptive folder describing discounts for term 
insertions, 

————_ | 
POSITIONS WANTED REPRESENTATIVES AVAILABLE 


Manufacturer or Small 
Publicity 
Splendid 
record of 
of large 


Agency— 

man wants copy experience. 
background and _ brilliant 
success in publicity dept. 
agency, also hotel and manu- 


facturer’s adv. dept. Now employed 
by 4A agency as publicity director. 
U. of I. grad °34. 27 years old. A 


bargain. 
Box 1482, ADVERTISING AGE, Chgo. 


CHICAGO PUBLISHERS! 
Young woman, 26 years old, wishes 
to make new connection. Now em- 
ployed as assistant advertising man- 
ager of national magazine. Produc- 
tive direct-mail promotion and sales 
correspondence, bet tra and circu- 
lation experience rite for details. 
Box 1483, ADVE RTISING AGE, Chgo. 


PUBLIC RELATIONS — nationally 
known, dynamic, industrially and 
politically wise veteran of leading 
campaigns; foremost in radio ex- 
ploitation; now concluding intensive 
legislative battle in automotive field; 
“by-liner,” former public official, in- 
cluding foreign service; organizer and 
reputation-builder. Closest touch all 
avenues of propaganda, with special 
experience labor situation, Washing- 
ton, Hollywood, and broadcasting. 
Promoted leading campaigns eco- 
nomic issues. Available Aug. 1 for 
agency. Shall I put 
contact with him? Russell 


Palmer, Windham House, Windham, 
ao 2 


MAILING LISTS 
LISTS—1938 Chain 


MAILING Store 


List. Contains buying offices of all 
drug, general merchandise and auto 
1ccessory chains. Complete list only 
$5.00. 


MOZART SPECIALTY CORPORATION 
1535 N. Ashland Ave., Chicago 


com- | 


| 


HELP WANTED 


Premium salesmen wanted to handle 
manufacturers line of specialties, Sold 
nationally. Comm. basis. 

Box 1481 ADVERTISING AGE, 


Chego. 


WE WANT 
representation for the Middle West of 
a trade paper or national magazine 
capable of paying salary of $2,500 q 
year or commissions with that sum 
as a minimum. 

YOU GET 
a full, fair share of the time and at. 
tention of three experienced sales- 
men in the business of covering the 
Midwest for four other non-competi- 
tive publishers. We pay our salaries, 
overhead and traveling costs out of 
receipts. For full information, write 
or wire today to Box 1484 ADVER. 
TISING AGE, 100 E. Ohio St., Chicago, 


Experience ed and Successful Space 
Salesman can handle one or more es- 
tablished Trade or Industrial papers 
in Cleveland terr. (Ohio, W. Pa., E. 
Mich.) will be in NYC July 25 to Aug. 
5 for interviews. 

Box 1485, ADVERTISING AGE, N. Y. 


REPRESENTATIVES WANTED 
Wide-Awake, intelligent, experienced, 
plugging advertising representative 
wanted for outdoor public ation. North 
American T rapper, ¢ the ur leston, W. Va 
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MANUFACTURERS! 
Look at the money you save by mass 
production. Why not get similar sav- 
ings by using photo-offset instead of 
old-fashioned printing? Newest proc- 
ess Saves money by applying mass 
production with “combination” runs 
and eliminates typesetting and en- 
graving expense as well! 
Small runs no penalty! 
300 COPIES (8%x11") $2.50 
Additional hundreds only 25c 
Even lower prices for larger 
quantities 
Any size furnished. Free informative 
booklet on request 
Laurel Process, 480 Canal St., N. Y¥. C. 


GET BUSINESS AT LOWEST COST 
We will gladly send you samples of 
our new PHOTO AD-CARDS. T hey 
get results. Adapted to any business 
or profession. 

GRAPHIC ARTS PHOTO SERVICE 


Market & Third Sts., Hamilton, Ohio 


over NBC Blue network. The pro- 
gram will be heard Sundays, 7:30 
to 8 p. m. Morse International, Inc., 
New York, is the agency. 


Typographers’ 
Deposed Leader 
Dies Suddenly 


Indianapolis, July 22.—Charles P. 
Howard, president of the Interna- 
tional Typographical Union, who died 
at Colorado Springs last night at the 
age of 58, exercised a profound in- 
fluence on advertising rates through 


his 12-year leadership of the men 
who actually produce publications 
of all kinds. 


Howard was a hard fighter and it 
was his skill at negotiation and pres- 
entation which brought the 40-hour 
week to the printing trade far ahead 
of its arrival in other industries. 


opponents admit, however, that on 


the few occasions on which Howard | 

made a bad bargain, he kept it faith- 

fully. 
Howard was also a disciplinarian | 


of parts. Unauthorized strikes were 
quickly squelched by his iron fist. 


Cause of Downfall 


His recent defeat as ITU presi- 
dent is generally attributed to his 
association with the CIO, of which 
he was secretary. The ITU has been 
unswerving in its loyalty to the 
American Federation of Labor. While 


the president of the ITU wields 
great power, his edicts are fre 
quently overruled by the executive 
council, the court of last resort in 
the printing union. 

The sudden death of Mr. Howard 
will probably cause immediate as- 


sumption of office by Claude M. 
Baker, of San Francisco. Mr. Baker’s 
choice in a referendum last May was 
generally acceptable to employing 
printers. 
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DISPLAYS 
Designers & Builders © 
CONVENTION - EXHIBITS 


WINDOW, aw i VEMVELING DISPLAYS 


ADVERTISER'S. DISPLAY STUDIOS 
825 So, Wabash Ave. - Chicago, Ill, - Webster 4236 


YEAH, BUT HOW 
WILL IT-REPRODUCE ? 
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The acid test of copy photography! 


have all the brillianey of the original? Suf- 
contrast between highlights and 
Will the tone values still be 


shadows? 
tions when using R. ¢ 


They stand the test! 
ordinary 


R.C.S. STUDIOS 


NEW YORK 
415 Lexington 
VA. 3-3680 


Will it 


You don’t need to ask these que* 
> S. Photo Copies eee 
accurate. clear and_ sharp. 
and cost no more than 
Try them! 


always 


copies. 


CHICAGO 
110 S. Dearborn St. 
STAte 5977 


Ave. 
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Pgs WERE DOING BUSIVESS WITH A LOT OF PEOPLE 
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IN PHOENIX, ARIZONA, one of the nation’s business 
bright spots, the Phoenix Republic and Gazette and Station 
KTAR are selling hard for more and more national adver- 
isers. The primary reason: a good market and outstanding 


edia. A secondary reason: sustained promotion to national 
dvertisers and agencies through Advertising Age exclusively. 


“EVER SEE SOME ONE interested in advertising work turn 
the pages of the Satevepost and look only at the advertis- 
ing?”, queries Mr. Knorpp. “We've seen agency men and 
advertisers do the same thing with Advertising Age.” And 
who hasn’t? Advertising Age actually gets read—editorial 
and advertising both—in a hurry. 


MAEROUSLY, President Knorpp splits up the credit: 
ybe Bob Hall, national advertising manager (above), 


tlie Al and our sheets deserve the glory for successfully 
villiee ‘bout this Gold Spot of America, but they are surely 
esp “© take Advertising Age in as a ‘pardner’ in the suc- 


Steel WE OWLY USED TO FLIRT WITH Seye ficserce fC 


rn 
Tet AO Ltt Sn Ret ee Re ae eS . c 


SAYS W. W. KNORPP, president and general manager of 
these properties: “That Advertising Age is so interesting to 
us, as readers of advertising news, is probably our best reason 
for staying so religiously with your publication in our adver- 
tising of the Phoenix Republic and Gazette and KTAR.” Fast, 
accurate, complete news coverage is the answer. 


PULLING IN THEIR HORNS in “dull times” is not the 
philosophy of this live-wire Phoenix crew. “We'd rather have 
our page with Arizona Al greet your great bunch of lookers 
more often, than to curtail the consistent effort we have been 
making,” says the promotion-minded head of these progressive 
media 
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BROUGHT UNDER one management in 1930, these alert 
media now occupy this brand new home, employing 649 per- 
sons, with annual payroll of $750,000 in 1937. They occupy 
dominant positions in Phoenix and Arizona, a trading area 
cited by Babson, Forbes, and others as outstanding in current 
sales potentialities. 
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“THE PAGE SIZE gives a fellow a chance to do something 
with copy, too,” continues Mr. Knorpp. The Advertising Age 
page, 1034” wide by 15” deep, is more than twice as large as 
the “standard” page, and five times as large as pocket size. 
It gives the copywriter and layout man a canvas big enough 
for smashing, dramatic presentations. 


Forsxses Meal of the Menth: 
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B TSA RI! SAY MILUOKS 


AND RESULTS BEAR OUT this philosophy. Says Mr. 
Knorpp: “Incidentally, we’re now doing business with a lot 
of people we only used to flirt with, like Albers Bros. Milling 
Company, H. J. Heinz Company, Libby, McNeill & Libby, 
Sperry Flour Co., C. H. B., Armour & Co., Wrigley, The 
Pepsodent Company, and Swift & Co.” 


LIVE, alert and progressive, the Phoenix 

Republic and Gazette and Station KTAR 
have done a remarkable job of gaining at- 
tention and acceptance among national ad- 
vertisers for their market and media. Bob 
Hall, national advertising manager, has made 
Arizona Al a familiar figure in agency and 
advertisers’ offices throughout the land. 


Advertising Age is proud of the fact that 
it has been the exclusive medium for carry- 
ing Arizona Al’s messages to the national 
advertising field . . . and doubly proud that 
in this case, as in so many others, it has dem- 
onstrated its ability to get definite and tangi- 
ble results for advertisers who have a worth- 
while story to tell. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 
New York Chicago 
Los Angeles 


San Francisco 
Atlanta 
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ADVERTISING AGE 


PROFITS SHOWN 
AT GREENBELT 
IN CO-OP TEST 


(Continued from Page 1) 


An organization committee of nine 
residents, elected by the community 
at large, is now laying plans for as- 
suming responsibility over Green- 
belt’s business in the fall. In the 
meantime, profits are being held in 
trust to await the September action 
by the citizens. At that time, the 
people may vote to return profits in 
the form of dividends to the mem- 
bers, or apply profits toward pay- 
ing off the investment made by CDC 
to get started. 

Greenbelt is only 85 per cent oc- 
cupied now, but available quarters 
for 141 additional families are ex- 
pected to be filled by fall when city 
leases expire and vacationers return. 
A motion picture theater, a beauty 
parlor, and a shoe repair, valet, and 
laundry service, will be added to the 
four business units now operating, 
by Sept. 1. A general merchandise 
store will be opened later. 


National Brands Hold Lead 


Mr. Evans declared that nationally 
advertised brands predominate over 
private brands by a ratio of two 
to one in the food store, and that 
most of the products on the shelves 
of the drug store are likewise na- 
tionally advertised. “The people get 
what they want, whether national or 
private brands,” he said, “and before 
opening the drug store we asked 
them what they wanted and bought 
accordingly.” 

As evidence of the way that the 
people of Greenbelt have accepted 
the consumer cooperative idea, Mr. 
fvans pointed out that there are 
14 consumer groups with a member- 
ship of 200 women who meet regu- 
larly to discuss merchandise. 

The cooperative idea is even being 
instilled in grade school pupils. A 
“gum drop cooperative’ among the 
children has 132 members, each of 
whom bought stock at five cents a 


share. A 20 per cent dividend was 
paid on their purchases of candy, 
gum, pencils, and the like. The 


high school students have a similar 
setup, but are applying dividends to 
a fund for new gymnasium equip- 
ment. 


Stiff Price Competition 


Prices on merchandise are on a 
competitive basis with chain stores 
in the area. The Maryland resale 
price maintenance law is adhered 
to, although loss leaders are fre- 
quently offered by competitive stores 
close to Greenbelt. Since the com- 
munity is only 12 miles from Wash- 
ington and practically all of Green- 
belt's wage-earners work there, the 
local co-ops have ample competition. 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


Retail Linage 
For Past Week 


13% Below ’37 


Chicago, July 2.—Although losses 
over 1937 are currently somewhat 
smaller than those of a month ago, 
the ADVERTISING AGE Index of Retail 
Activity still shows retail advertising 
well over 10 per cent off from 1937 
levels, based on figures through the 
week of July 16. 

During that week the Index shows 
14,776,678 lines of retail display ad- 
vertising in the newspapers of the 
measured cities, a decrease of 13 per 
cent as compared with the 16,982,383 
lines carried by newspapers in the 
same cities during the corresponding 
week of last year. 

For the entire year to date, retail 
linage in these cities is off 11.3 per 
cent compared with 1937, and 5.9 per 
cent compared with 1936. Thus far 
this year the volume of retail linage 
in the measured cities totals 510,139,- 
746 compared with 575,218,658 in 
1937 and 520,567,691 in 1936. 

Week-by-week variations from the 


1937 levels are shown in this tabu- 
lation: 

Sa Serre cree rere ere er 0.8 
ES ere re rrr ee re 2.4 
ON er rr rrr eee ee 3.7 
el SE ee eee ee ens 5.1 
Ree rere re 7.2 
ok: © iarscsecdcaee ad 7.4 
| i: eee (6GGK ea eka 7.7 
i Pre re ee come y 6.8 
Feb. 26 .... er 11.4 
March 5... . 14.8 
Se aaa eee aheline 4 16.6 
Menten 10 i... css Serre er re 18.3 
PE 2 ce Hbeedadeee 064004 14.2 
(" 2 Serrrerrer rrr re ee - 0.9 
| a MPCPePreeererrere cr. - 6.3 
SPA rrr eT erer ye 9.8 
46a e.) bee 4-00 5. eee RA 15.7 
2 Serer errrerrr er tree 10.8 
Re Pe ek Besee bia ces eae e 12.3 
a ee eee reer eee 14.8 
ok ree rer rss 14.3 
Pr ea eee eee 14.7 
Pe er ere er 14.3 
ER i Se tik wweN a kak eM a 14.9 
ee ee ee ee cee 14.8 
"2 ST erer cri Pree cee —-16.9 
Pn OD ittestngna sheen eiaaen -14.6 
eases aeeeae hae ek Oro 14.4 
WO EE” Gasca eee ewe nd dmtenwn 13.0 


The accompanying table gives in- 
dividual linage figures for each city 
measured by this Index. 


In addition, 
only for cash. 
Mr. Evans is optimistic as to the 
future of the Greenbelt experiment. 
He looks forward to a $250,000 an- 


the cooperatives sell 


with other business units contribut- 
ing another $250,000. When a gen- 
eral merchandise store is added, the 


estimated half-million total. 

“There is no magic about coopera- 
tives,” the co-op executive remarked. 
“Their operation requires much hard 
work and it is particularly essential 
that a good job of merchandising be 
done because the consumers are 
| more critical than when they patron- 
}ize other stores.” 
Mr. Evans added 
lexecutives enjoy 
with 


that 
cordial 
and that 
managers are 
and 


Greenbelt 
relations 
outside 
invited to visit 
observe the up- 
merchandising methods 


competitors, 
store 
the settlement 
| to-date 
ployed. 


em- 
The stores are operated by 
ja crew of young college graduates 


nual volume in the food store alone, | 


aggregate is expected to surpass this | 


| 


—_— 
% Gain % Gain 
29-Week 29-Week 29-Week or Loss’ or Loss 
Period Period Period 1938 1938 Week Week 4% Gai, 
Ended Ended Ended over over Ended Ended or 
City July 18, 1936 July 17, 1937 July 16, 1938 1936 1937 July 17,1937 July 16,1938 Logs 
es 8,867,689 9,459,211 6,865,213 —22.6 —27.4 322,238 196,903 ar, 
Altoona, PR, «sccesecs 3,552,591 3,887,086 3,146,659 —11.4 —19.1 99,498 74,942 —25,7 
MOU, GR, cccccsrecs 7,989,464 8,649,610 8,148,840 +2.0 —5.8 241,290 210,630 —127 
saltimore, Md. ....... 12,007,632 12,847,925 11,960,778 —O0.4 —6.9 350,567 315,072 —10) 
Birmingham, Ala. 6,400,352 7,046,802 6,895,686 +7.7 —2.2 207,606 214,046 +3) 
xfBoston, Mass. ...... 11,024,741 11,145,157 = —=«_—ss weesevcee rrr Ty 1,055 @8=—6. Oe — 
Bridgeport, Conn...... 5,086,872 5,502,540 4,904,792 —3.6 —10.9 188,384 180,236 —4{' 
ee Des Bxstendeess 9,020,952 10,223,568 8,937,796 —0.9 —12.6 283,332 216,258 —23 
CamGem, BW. diccscsssace 2,228,267 2,227,311 2,045,738 —8.2 —8.2 66,204 48,591 —26 4 
Cedar Rapids, Ia....... 2,735,628 2,904,300 2,589,398 —5.4 —10.9 84,070 74,214 —1)7 
Chattanooga, Tenn.... 3,780,494 3,588,100 3,368,206 —10.9 —6.1 119,286 101,213 53 
Cee TEE, xc canss 16,683,315 18,591,127 17,663,345 +5.9 —5.0 464,737 431,510 —1) 
COMOIDERTL, OF sccscune 9,336,170 9,847,046 8,474,251 —9.2 —13.9 264,429 202,048 —23.6 
a eee ae 10,883,102 11,874,258 9,801,929 —9.9 —17.5 345,336 261,969 —24 
reer OO eee oe) ee eee cae ee 240,453 202,673 —15.7 
SED, BOM ccconvecen 11,234,480 11,828,986 11,583,005 +3. —2.1 350,198 311,431 —ijj 
ee 7,459,568 8,706,652 7,089,354 —4.9 —18.6 267,322 190,540 —28 
Denver, Colo. .<csvceoes 5,670,098 5,695,440 5,142,343 —9.3 —9.7 183,675 121,055 —34 
Des Moines, Ia......... 3,550,010 3,630,511 3,563,855 +0.4 —1.8 103,969 106,847 +24 
a. See 11,921,875 12,563,620 9,701,316 —18.6 —22.8 341,693 263,812 —29% 
Me PUG, BOEbasisécctes Gwin tunti. Skecees reer 7 185,192 168,420 —3j 
Ee ee 3,934,926 5,056,024 4,940,106 + 25.5 —2.3 181,706 156,436 —13.4 
Evansville, Ind. ...... 7,263,046 7,011,411 6,983,614 —3.9 —O0.4 216,664 171,318 —20.4 
Fall River, Mass....... 1,933,816 1,992,930 1,769,773 —8.5 —11.2 51,172 43,427 —15, 
ee Go ba was eOes3 4,961,810 5,114,816 3,857,462 —22.3 —24.6 143,486 112,476 —21, 
Fort Wayne, Ind....... . 6,240,668 6,634,628 5,853,078 —6.2  —11.8 195,496 158,060 —Ii9) 
Ae | Perr ry er ee 3,359,180 4,151,239 3,141,430 —6.5 —24.3 110,214 85,812 —22.) 
Grand Rapids, Mich.... 5,083,778 6,017,098 4,777,062 —6.0 —20.6 153,706 128,296 —16 
ronmviiee, ©. Crsk cones 3,196,559 3,747,050 3,462,525 +8.! —7.6 119,056 112,854 —5.2 
Houston, Tex. ........ 7,882,608 9,054,704 9,064,128 +14.9 +0.1 303,548 329,182 +84 
Indianapolis, Ind, 9,620,522 10,400,269 8,713,104 —.4 —16.2 » 302,302 267,460 —145 
Jacksonville, Fla. ..... 4,822,741 5,293,498 4,980,496 + 3.3 —5.9 153,790 138,404 —10, 
Jersey City, N. J...... 1,380,053 1,176,886 —14.7 —14.3 52,751 32,712 — 38 I 
Kansas City, Kans.. 1,330,364 1,556,793 +17.0 +4.9 47,019 54,761 + 16.5 
Knoxville, Tenn. ...... 5,361,650 5,563,948 + 3.8 —0.7 179,438 169,344 —5,t 
Little Rock, Ark..... .. B,173,019 5,004,882 —=$.8 —5.6 166,446 172,816 +34 
[i eee, Gecsass§ eed 600% 12,669,042 wee —10.4 484,415 446,449 78 
[TG TEN) sateaese tena ds 7,840,815 saad —11.7 259,791 209,601 —19,3 
r Be avactioawes 5,730,648 4,290,410 —25.4 —23.2 197,666 73,428 —62 
Manchester, N. H.. 1,918,595 1,999,374 2,025,568 5.6 +1.3 74,572 56,296 —345 = 
Memphis, Tenn. ...... 6,128,882 6,676,518 6,187,664 +09 —7.3 206,108 187,768 — in 
Milwaukee, Wis. ...... 8,090,846 9,802,721 8,241,257 +1.9 —15.9 308,041 208,605 —32?3 
| Minneapolis, Minn...... 8,422,245 8,365,783 7,443,862 —11.6 —11.0 206,653 183,179 —11, 
New Bedford, Mass..... 1,855,826 1,904,784 1,752,072 —5.6 —8.0 55,916 50,764 —$9,! 
New Haven, Conn...... 4,933,460 9,335,742 5,037,186 + 2.1 —5.6 162,736 160,132 —16 
New Orleans, La....... 10,719,885 11,212,143 10,179,510 —5i.1 —9.2 370,223 336,952 —9, 
tNew York, N. Y...... 35,052,881 36,879,533 32,442,233 —7.5 —12.0 898,835 845,744 —5 
tBrooklyn, N. Y....... 3,814,197 3,858,250 2,809,065 —26.4 —27.2 87,592 73,164 —=]¢ 
oe, We -kaneeddexe 5,349,318 5,305,692 5,139,162 —3.9 —3.1 176,890 156,114 —Il118 
oo” | eee 4,176,688 4,293,879 3,977,428 —4.8 7.4 118,867 117,982 —f,s 
Oklahoma City, OKla.. 6,163,931 6,642,008 6,653,745 +7.9 + 0.2 206,290 199,346 —3.4 
ow eae ee 6,088,704 6,543,419 5,592,884 —8.2 —14.5 161,963 131,330 —18 
Philadelphia, Pa. ..... 15,801,849 16,958,511 14,409,568 —BS§.8 —15.0 436,481 382,449 —12 
Proeniz, APis. ...ics.> 4.159.078 4,030,110 4,307,210 + 3.6 +6.9 126,322 130,816 +3. 
| **Pittsburgh, Pa. 12,612,586 14,208,180 11,285,470 —10.5 —20.6 359,170 299,446 —16/5 
Portland, Ore. ........ ~ 6,437,620 6,912,322 6,386,466 pane —1.6 235,032 231,126 —1/ 
TtProvidence, R. I..... 7,574,795 7,878,331 6,420,068 —15.3 —18.5 226,911 163,732 —27 A 
Lo a Se 5,113,514 5,993,742 5,253,965 +2.7 —12.4 179,116 163,576 —8.i 
Richmond, Va. ........ 7,139,356 7,257,656 6,638,254 oun’ ,@ —8.5 228,284 223,524 —?2) 
§Rochester, N. Y....... 10,066,477 10,241,577 7,902,437 —21.5 22.8 220,652 194,616 —11! 
Rock Island-Moline.... 4,695,986 5,105,202 4,906,566 + 4.5 —3.9 168,294 136,136 —19 
Sacramento, Cal, ...... 4,839,107 4,845,841 4,344,855 —10.2 —10.3 141,246 126,238 —10 
San Antonio, Tex...... 3,661,889 3,712,005 3,430,631 —6.3 -7.6 106,713 108,648 +1! 
Bi” | ae | 7,624,904 7,922,762 6,822,856 —10.5 —13.9 278,936 217,730 —21.5 
San Francisco, Cal..... 8,610,525 3, 808,982 8,489,606 —1.4 —3.6 254,247 248,380 —2,3 | 
Seattle, Wash. ........ 5,607,038 5,701,086 5,055,789 —J,.e —ii.s 169,274 147.434 —i258 
South Bend, Ind....... 4,818,541 5,324,485 3,919,130 —18.7 —26.4 138,041 108,733 —21.2 8 DI 
Spokane, Wash. ....... 4,981,779 4,336,892 4,003,062 +05 —7.7 146,608 135,156 wv C 
es Be. Bs esawens 10,070,340 10,832,440 9,844,490 —2.3 —%.1 263,840 247,810 —6.1 
es Pe: BEMse csv cecs 7,245,865 6,794,530 6,454,600 ——10.9 —5.0 159,451 148,585 —6S 
Syracuse, N. Y.......-. 6.447.517 6.625.390 5,784,385 —i0.3 “12.7 175,763 150,899 —ltin 
Tacoma, Wash, ....... 3,407,323 3,656,454 3,273,956 —3.9 —10.5 116,962 93,996 —20.5 
PE, WO cssscccse 3,444,394 3,539,022 3,405,792 —1.1 —3.8 129,640 96,530 —25.5 8 0 
eee GG becca vesonvs 7,131,524 7,794,703 6,430,599 —9.8 —17.5 227,652 180,166 —20.3 
Toronto, Ont., Can 11,204,577 11,256,347 9,822,479 —12.3 —12.7 259,064 250,624 —33 : 
SS Se Seperrpererr 2,126,488 2,395,876 2,288,650 + 7.6 —4.5 58,534 85,176 +45.) 
Tulsa, Okla. iin awe aed 5,602,197 5.424.014 5,025,598 -10.3 7.4 151,57! 155.834 aul 0 
Washington, PD. C...... 20,703,852 21,035,262 18,729,326 —=9,5 —10.9 600,170 557,525 id 
Worcester, Mass, ..... 6,612,384 6,810,205 6,348,843 —4.0 —6.8 207,365 192,391 att 
Youngstown, O. ...... 5,426,781 5,084,502 4,145,401 —23.6 18.5 154,206 146.780 aii 
BOUL con iscesis . .520,567,691 575,218,658 510,139,746 —5.9 11.3 16,982,383 14,776.678 —13 
‘Boston American and Advertiser combination discontinued April 25, 1938 American changed to tabloid. 
*New York 


who are planning careers in the field | 


| 
| 
| of consumer cooperation. 
Typographers Pick 
Convention Locale 
The 12th annual convention of Ad- 
|vertising Typographers Association 
| of America will be held at the Cava 
lier, Virginia Beach, Va., Oct. 3-5, 
Albert Abrahams, executive 
tary, has announced 
| Important committee reports, as 
well as formal addresses, are sched 
uled. A complete schedule of sports 
is also being planned. 


secre 


Gehnrich Joins Agency 

Charles H. Gehnrich, formerly with 
Hat Life, New York, has joined the 
copy staff of Bermingham, Castleman 
& Pierce Ine New York 


| advertising 


Based on total retail advertising vol ume in all newspapers in each city. 
(Copyright, 1938, by Advertising Publications, Inc.) 


Markets 


American discontinued June 24, 


1937. 


tBrooklyn Times-Union discontinued June &, 1937. 


§Journal and Sunday American dis« 
*Daily Ledger discontinued June 23, 


‘ontinued June &, 1937 


1937. 


**#Providence Tribune discontinued May 1, 1938. 


**No Pittsburgh evening or Sunday 


xFigures for current week not received. 


a 
Alone Liable 
for their Copy 


(Continued from Page 1) 

The agreement provides that manu- 
facturers who distribute through re-| 
tail stores are primarily responsible | 
for statements made on labels and | 
text except where pro- 
ducts are made under a private brand 
according to a formula furnished by 
a retailer. Manufacturers are re | 


|} sponsible for failure to reveal impor: | 


tant facts about possible conse-| 
quences from using any product, and 
they agree to defend at their own ex 
pense all actions instituted against | 
retailers for any violation or alieged | 
violation 

The manufacturer also agrees to 
guarantee in writing that labels and | 
advertising are, to the best of his 
belief and knowledge, in accordance 
with the law 


This understanding is 


papers published from June 17, 1938, 


purely voluntary, and not binding) will place newspaper advertising 
upon either members or non-members | test cities. 
|of TGA. 


The 


“List of Don'ts in Cosmetic Advertis- 
ing,”’ which 
members recently. H. 
Thomas, director of the TGA board 
of standards, took strong exception 
to some of the points in this list. 


Kellogg Quene 


Promotion of 


New Dog Food 


New York, July 20.—Kellogg Com- 
pany, Battle Creek, Mich., has ex 
panded its line to include Gro-Pup 


dog food, to be tested within the next | 


few weeks in suburban New York. 
New Haven, and Fort Wayne. Ken 
yon & Eckhardt, Inc. has been ap 


pointed to handle the account and 


All figures deducted from totals. 


understanding between the 
two groups specifically excludes the 


NRDGA sent out to its 
Gregory 


to June 25, 1938, due to strike. 


———————EE a ———— 
———— ——— 


| The new product, developed afte’ 
several years’ research in dietary 
quirements of dogs, has beé! 
awarded the seal of approval No. ! 
by the committee on foods of th 
American Animal Hospital Assoc! 
tion. Gro-Pup is said to contain 4 
of the vitamins and minerals needé® 
| by both puppies and grown dogs. 
In addition to using newspapers " 
| the three areas direct mail and sa@ 
| ling will aid in launching Gro-PuP- 


Kynett Club Director 
| H. H. Kynett, Aitken-Kynett Co 
| pany, Philadelphia, has been name¢* 
director of the Poor Richard Club 
j ——— 


MOTION-MAKER 
‘FOR WINDOW DISPLAYS 


A Simple, Compact, Motor Powered = 

for Operating Motion Displays. ™* 

Different Types of Motion Obtained 
Write For Information On 
Our Various Priced Models! 


“« 
THE AMERICAN DISPLAY COMPANY, Dayto™ ™ 


== 5 = 


Index of Retail Activity in 80 Importan} 


———— 
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COMIC FIGURES PUSH SPECIAL DEAL 


MENNeN 
SHAVE CREAM 


and 
SKIN BRACER 
both for 


VALUE 75¢ 


WOW! WOTTA ~ 
AVING BARGAIN 


ms 


RECULAR | 
VALUE 75e ¢ 


pecla: 


‘i 


for limited time only 


Cartoonist Richard Taylor, whose work has featured all of Mennen Company's 
advertising this year, created this layout to promote a special combination offer. 


The campaign is running in 36 newspapers. 


H. M. Kiesewetter is the agency. 


SEARS ROEBUCK 
GOES MODERN IN 
FALL CATALOG 


Ward More Conservative, But 
Book Is Imposing 


Chicago, July 21—Two of the 
world’s most impressive advertising 
efforts—the catalogs of Sears, Roe- 
buck & Co. and Montgomery Ward & 


Co.—rolled from the presses and into 
the mails this week. About 17,500,- 
000 of the lavish color jobs are 


printed semi-annually. With 2,500,- 
00 held in reserve to supply interim 
demand, the other 15,000,000 radiate 
from this catalog center to all parts 
of the United States and its posses- 
sions to serve as a reference source 
for millions until the spring and sum- 
mer catalog reaches them next Jan- 
lary. The cost of the bulky books 
's about $1 each. 

While many agricultural families 
ely on mail order catalogs for buy- 
lg. the old conception of the cata- 
0g as used solely by the farmer has 


— "_NEW ORLEANS LOUISIANA * 


200,000 Guaranteed Paid 
Circulation Exclusively 
Among Cotton Farmers 


NATIONAL ADVERTISING 
REPRESENTATIVES 
New York JOHN H. CONWAY 
eg J. C. BILLINGSLEA CO. 
ansas City J. J. FARRELL 
= Tanith 


ane 


| 


113 fs inches. 


| personal touch 


become obsolete. Not only residents 
of small towns, but many city dwell- 
ers now prefer to order by mail 
rather than undertake the tiring task 
in retail stores. Still another classi- 
fication has arisen in recent years— 
those who repair to the catalog 
house or its branch in person, in- 
spect the goods and buy if it is satis- 
factory. 


Check on Departments 


A catalog is a catalog to the aver- 
age citizen. To the mail order house 
it is a magazine in which space is 
sold to various departments. If the 
investment fails to yield a profit, a 
revolution is in order. 

At the end of each six months, the 
accounting departments of the mail 
order houses attach the record to 
each page—a tabulation of the 
amount of space used for each prod- 
uct, the volume of business which 
resulted, and the cost of the adver- 
tising in relation to results. These 
records play a potent part in deter- 
mining the composition of the next 
edition. 

It is often assumed that catalogs 
are broadcast to the population with- 
out discrimination, but nothing could 
be farther from the truth. The two 
big companies mail catalogs only to 
customers whose purchases have 
reached a _ certain frequency or 
amount. To keep the necessary rec- 
ords, the two companies have built 
up accounting methods perhaps 
equaled nowhere in this country un- 
less in the Bureau of the Census, at 
Washington, where automatic re- 
cording has reached its fullest per- 
fection. 

Difference in Sizes 


Though Sears, Roebuck & Co. out- 
sells Montgomery Ward & Co. by a 
considerable margin each year, the 
latter boasts that its catalog is as 
large as its rival’s. The Ward cata- 
log has fewer pages, but a larger 
page size. Its overall size is 9% by 
Sears’ catalog was for- 
merly as small as 61%, by 9 inches. 
In 1896, it changed to its present 
overall size of 8 by 11. 

Sears claims, in its present cata- 
log, to have made more innovations 
than at any time in its history. One 
of the features it has dropped in- 
cludes the president’s message, a 
which was included 
in its catalog for many years. Ward 
discontinued this gesture several 
years ago. 

General merchandise prices are 
8.39 per cent lower than those of a 
year ago, and 2.22 per cent under 
those of last spring, based on an 


analysis of Sears, Roebuck & Co.'s 
new catalog. Ward no longer makes 
such price comparison. 


Sears Varies Covers 


Ward has continued the seasonal 
note on the cover of its catalog, with 
the traditional fall colors being used 
to depict a smartly dressed girl 
under a bower of browning leaves. 
Sears broke sharply with the past on 
its cover as well as elsewhere by us- 
ing a different color illustration for 
every area in which the catalog is 
distributed. The cover for the Chi- 
cago catalog shows a giant United 
Airlines plane being loaded at the 
municipal airport; that intended for 
distribution in the Kansas City ter- 
ritory shows a harvesting scene with 
a pair of sturdy Missouri mules in 
the foreground; while the North- 
western cover glorifies the logging 
industry of that section. 


Uses Picture Technique 


Sears has borrowed a page from 
the experience of picture magazines 
and gone in heavily for continuity 
illustrations arranged in panels or 
blocks, dramatizing the style, utility 
and selling features of its merchan- 
dise. 

Ward has been less sensational 
outwardly, but has striven for a 
sound approach to its problem. Mag- 


NNPA VICE-PRESIDENT 
Re 


a aa ae ae 
a c - 


Bradford Wyckoff, promotion manager, 
Troy Record, who has been elected vice- 


president of the National Newspaper 
Promotion Association. 


nificent color plates result in many 
interesting institutional pages in the 


less attractive appearance of pages 


farther back. It has made a special 


front of the catalog, atoning for the 


effort to match accurate illustrations 
with equally informative copy. 
Ward's file of letters from customers 
who either point out errors in the 
description, or allege that it is too 
brief to allow a decision, is used ag 
the basis for changes. 


Pepperell to 
Employ Unusual 
Layout Theme 


(Picture on Page 31) 


Boston, July 20.—In a fall cam- 
paign to stimulate increased con- 
sumer acceptance and recognition of 
its brand name, the Pepperell Manu- 
facturing Company will use a series 
of advertisements in Good House- 
keeping, Ladies’ Home Journal, 
Better Homes and Gardens and True 
Story. First insertion of the na- 
tional magazine campaign is sched- 
uled for September. 

Copy will feature a quality theme 
to be emphasized by conservative 
photography plus unusual display of 
copy. Reader attention will be stimu- 
lated through unusually wide strips 
of white space surrounding copy and 
illustration. Batten, Barton, Dur- 
stine & Osborn, Inc., is in charge. 


Annual Awards to Business Papors for 
Publishing Achievement 


Competition Closes August l 
Make Your Entries Now 


% 
2. 


3. 


Sept. 21-23. 


Company, Middletown, O., 
N.LA.A.; Walther 


Buchen, 


tridge, director of design and 
Donnelley & Co., printers. 


in the form of framed certificates. 


The jury of awards will comprise 
vertising manager, Link-Belt Company; William E. 
McFee, chief copywriter, The American Rolling Mill 
past 
president 
Company, agency; Harvey A. Scribner 
Russell T. Gray, Inc., agency; and William F. Kit- 
typography, R. R. 


UGUST 1 is the dead line for entries in INDUSTRIAL MARKETING'S 

competition for awards to business papers for publishing achievement 

and publishers are urged to prepare and mail their entries at once to the 
Contest Secretary, Industrial Marketing, 100 East Ohio St., Chicago. 


All publishers of business papers in the United States and Canada are 
eligible to make entries of their work in any or all of the three classifica- 
tions listed below, for which there are separate awards. 
entry forms or other formalities—merely send in the material you wish to 
enter in the competition stating the classification and give a clear state- 
ment of its purpose and objective. The classifications are as follows: 


For the best series of articles, editorials, or general 
editorial campaign around a definite objective. 


For the best single article or editorial pertinent to 
the advancement and welfare of the field served 


by the paper. 


For the greatest improvement in typography and 
format and general appearance. 


Honorable mentions will be given under each classification and signified 
A jury of awards will decide the win- 
ners and presentations will be made at the annual conference of the Na- 
tional Industrial Advertisers Association, to be held this year at Cleveland, 


Julius S. Holl, ad- 


president of the 
The Buchen 
president entered must 


contest. 


INDUSTRIAL MARKETING, 100 EAST OHIO ST., CHICAGO 


All entries must be submitted on or before August 
1, 1938, to INDUSTRIAL MARKETING, 100 East Ohio 
Street, Chicago, and be accompanied by letters of 
transmission setting forth the objectives of the ma- 
terial being entered, and so far as possible, the 
accomplishments or reactions received. 
have been published within 
twelve months preceding the closing date of the 
Additional information or any points in 
question will be furnished upon request. 


There are no 


Material 
the 
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FIVE 
YEAR 
RECORD 
f 
Leadership 


ke 


te 


TOTAL ADVERTISING LINAGE 


Ist 6 mos. 1934 to 1938 


percentage of Tribune 
lead over second 
Chicago newspaper 


a i ie — 
35.0% 46.3% 62.6% 62.0% 66.2% 
&. in ine in in 


1934 1935 1936 1937 1938 


During the first six months of 1934, the Tribune led the second 
Chicago newspaper in total advertising volume by 2,213,412 
lines, or 35.0%. 

During the comparable period this year, the Tribune in- 
creased its lead over the second Chicago newspaper to 3,839,602 
lines, or 66.2% —the highest percentage of lead in history. 


RETAIL ADVERTISING LINAGE 


Ist 6 mos. 1934 to 1938 


percentage of Tribune 
lead over second 
Chicago newspaper 


52.9% WE 63.5% 
a0, in 
1937 1938 


49.4% 
in. 
1936 


27.8% 
1935 


4% 
1934 


During the first six months of 1934, the Tribune led the second 
Chicago newspaper in retail advertising volume by 720,901 
lines, or 19.4%. 

During the comparable period this year, the Tribune in- 
creased its lead over the second Chicago newspaper to 1,998,231 
lines, or 63.5% —the highest percentage of lead in history. 


* 


DEPARTMENT STORE LINAGE 


Ist 6 mos. 1934 to 1938 


percentage of Tribune 
lead over second 
Chicago newspaper 


During the first six months of 1934, the Tribune led the second 
Chicago newspaper in department store advertising volume 
by 65,555 lines, or 3.3%. 

During the comparable period this year, the Tribune in- 
creased its lead over the second Chicago newspaper to 1,063,57 
lines, or 67.6% —the highest percentage of lead in history. 


Chicano Tribune 


THE WORLD'S GREATEST NEWSPAPER 


Average net paid circulation during the official six-month period ended March 31, 1938: Total daily, 857,963—Total Sunday, 1,115,608 
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G-E IN SOAP FIELD 


REVIE 


Electrical appliance dealers have become 
outlets for this new G-E washing com- 
compound, (Story on Page 4.) 


TRITON OIL BORROWS EDITORIAL TECHNIQUE 


am 


soe 


‘CHANGES PING To PURR 


UNION ONO 00 


Carved man does the steering in Union Oil Company poster, changing his ap- 
pearance from month to month. (Story on Page 9 


. 
DISTINCTIVE LAYOUTS FEATURE CAMPAIGN 


~~ : bath 7 serie acre 
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A | ' 
“ reap emount of white space, plus dignified copy and illustrative treatment, 
* “he outstanding features of Pepperell’s fall campaign. Story of the brand 


identification drive appears on Page 29. 


PHOTO- 
GRAPHIC 


TRADE FIGURE SHINES 


Zinmaster Baking Company, Minneapolis, 
has just started operation of this neon 
display, featuring "The Baking Master,” 
used in all company advertising. The 
figure appears to walk as he carries the 
flag. McCord Company is the agency. 


FULL LINE STORY 


CORNS GONE 


instantly ends shoe 
pressure and friction. 
Prevents corns, sore toes, 
blisters. Medically safe. 


Never use anything on your 
feet unless you Anow it is 
medically safe. Be on the safe 
side —use Dr. Scholl’s Zino- 
pads. Theyend pain of Corns, 
vallouses, Bunions in one 
Ninute; stop nagging pres- 
sure on the sensitive sport; 
prevent sore toes and blisters; 
ease new or tight shoes. 

Corns, Caliouses Soon Lift Out Ez 
Corns, callogses soon lift out when 
you use Dr. Scholl's Zino- pads 
with the separate Medication, in 
cluded in every box. Made THIN 
aod THICK in sizes for every con 
dition. Cost but a crifle. Sold every- 
where. Sample of Corn size, also 
Dr. Scholl's FOOT Booklet, free 
Write Dr. Scholl's, Inc.. Chicago 


Df Scholls 
Zino-pads 
Die happet ee Ree 


Even in smaller layouts, Dr. Scholl's pro- 

motes as many items in the extensive 

line as possible. Consistent advertising 

has been maintained by the company 
this year. (Story on Page 6.) 


SOUTHERNERS DISCOVER NEW BEER TINGLE 


\ > HERES YOUR HAPPY 
SHIPMATE — 


It’s great tobe DIXJELATED! 


Yo! Ho! Ho!—and a bottle of DIXIE. Set sail with 
plenty of DIXIE Beer—and steer a straight course to 
good times. Cold, satisfying DIXIE Beer is your 
hearty playtime pal. Ask for DIXIE 45 in bottles, 
DIXIE Beer on draft everywhere. 


DIXIE BREWING CO. INC. New Orleans, La. 


Down New Orleans way Dixie Brewing Company has started to hammer away at 
the theme “It's great to be Dixielated," referring, of course, to the vim instilled 
by the company's beer. Fitzgerald Advertising Agency supervises the Dixielation. 
During the course of the campaign a number of outdoor scenes will be portrayed 
in cartoon style, all emphasizing the beer's zest. The newspaper drive is being 
supplemented by short sports broadcasts twice an evening, seven times a week. 


THEY'RE LOOKING AT MOTOR TRAFFIC IN 1960 


OETA 


Executives of General Motors are shown as they view a model of the corporation's 

New York World's Fair exhibit building, designed by Norman Bel Geddes. Mr. 

Geddes, left foreground, explains the motor traffic and street intersection of the 

future to Alfred P. Sloan, Jr., chairman; Richard H. Grant, vice-president; William 

S. Knudsen, president, and Charles F. Kettering, vice-president. The exhibit, a 
city block square, will be known as “Highways and Horizons.” 


GREENBELT BOASTS LAST WORD IN STORE DESIGN 


When the retail stores in Greenbelt, Md., were first laid out, every attempt was made to incorporate all of the latest ideas 
in store design. One view of the self-service food and meat market is shown here. Details of the Greenbelt experiment 
appear on Page |. 
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Dallas Advertisers Using the Monitor 


Amusements ¥ 1 Laundries, Cleansers and 
Auto Dealers ........ 1 Dyers + @ 
— Auto Accessories , 1 Luggage and Leather 1 
Beauty and Barber Shops 12 Moving and Storage 1 
Electrical Equipment 1 Musical . | 
ee SOR 1 Photographers’ Supplies 1 
: eee oe 5 Department Stores ..... . 1 
Local Advertisers Food 6 Restaurants ........... 6 
Furniture and Furnishings 7 Schools 1 
. Hardware and Paint 2 Shoes and Repairing 3 
} n D a | | a S u 5 e Heating, Plumbing, etc 1 Stationery .......... . 5 
Insurance _..... 3 Wearing Apparel . 
ee eee 6 ~=Miscellaneous 8 


The Christian Science 
Monitor 


A merchant of Dallas, Texas, wrote, ““We have found The Chris- 
tian Science Monitor a very satisfactory medium. We have re- 
peatedly had customers tell us that they patronized us as a result 
of our advertising in the Monitor.” 


This experience is typical of that of Monitor advertisers, not only 
in Dallas, but in hundreds of cities of the United States and lands 
beyond the seas. A unique reader-loyalty, plus a greater-than- 
nae Bac 2: average buying potentiality per reader, contributes to an excep- 


S| Scr ments nares | Sheree seraware IAP Given tomate" eis tional response to advertising in the Monitor. 


Regional Instey 


- «| | Low Countrees ond 


LS “=| The same factors that make the Monitor produce for local adver- 
S225" 4  tisers work in favor of the national advertiser. For any advertiser 

= who has a meritorious product or proposition we have an inter- 
esting story of results obtained and obtainable. 


Name of writer quoted will be given on request. 


THE CHRISTIAN SCIENCE MONITOR 


A DAILY NEWSPAPER FOR ALL THE FAMILY 
Published by The Christian Science Publishing Society, One, Norway Street, Boston, Massachusetts 


NEW YORK OFFICE: 500 Fifth Avenue OTHER BRANCH OFFICES: Chicago, Detroit, Miomi, $t. Louis, Konsos City, Son Francisco, Los Angeles, 


Seattle . . . London, Paris, Geneva 
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